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Griffin Butts are Quality Butts . . . pro- 
duced from highest grade steel, carefully rolled in our own plant 
and finished by expert craftsmen. You can be sure of satisfied 
customers when you sell them any items in the Griffin line of fine 
builders hardware. | 

For more than a half century Griffin has been producing fine 
products. That experience assures you of the best. Sell Griffin . . . 


and you sell Quality. 
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WASHINGTON REPORT 





“Eisenhower Market" Improves Business Outlook for 1953 


National news about the indus- 
try, in these early weeks following 
the election, seems a_ thought 
scarce. But there are some straws 
blowing around; and while they 
don’t all blow in the same direc- 
tion they furnish at least a rough 
index of coming business weather. 

Practically everybody who tries 
to read business omens starts with 
the stock market; since Wall Street 
estimates are backed with cash and 
are supposed not to be frivolous. 
Well, at the moment the Street 
seems to feel pretty good. The sun 
shines bright in the old debenture 
home. In fact, according to Liv- 
ingston, of the Washington Post, 
the market reporters write like 
publicity men of a summer resort; 
“favorable climate,” and all these 
and those. 

tesponsible analysts are predict- 
ing an “Eisenhower market” for 
some months to come; not only for 
securities but also for real estate. 
That’s where we come in. These 
predictions are based upon the idea 
that business is to have a more 
important voice in government; 
also an expected relaxing of cer- 
tain taxes and less roughing up of 
profits. Of course these things are 
still in the future; but market 
traders are sure enough about 
them to lay the ways and means 
on the barrel head. 


Customers have money 


The Bureau of Advertising, a 
national newspaper promotion 
group, says the business outlook 
for 1953 is “surprisingly favor- 
able”; that advertising volume in 
53 should equal the record set in 
1950. Retail customers have a good 
deal of folding money, and manu- 
facturers will have a lot of things 
to sell. These estimates released 
by the Bureau, according to Stuart 
M. Chambers of the St. Louis Post 
Dispatch, chairman of the direc- 
tors, are based upon a study of 
economic conditions; with no 
weighting of the answers by polit- 
lcal factors or election returns. 

But of course the election must 
and does enter at least indirectly 
Into all business appraisals. Those 
Who claim to know their way 
around in Republican circles tell 
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us the new majority party is pretty 
sensitive about the boom-bust pro- 
jectiles the Democrats have been 
shooting in their direction. 

So it’s likely the Republicans will 
deal gingerly with anything that 
might deflate the economy. There 
are even those who think the new 
President will go easy with budget 
figures, at least in the grand total; 
may not ask as heavy reductions 
in military appropriations as the 
retiring President would do. That 


of course is a guess, which events 
will soon settle. 

The Republican purpose in gen- 
eral terms will be the creation of 
business confidence; by some tax 
revision, some check upon wage in- 
creases, and a less threatening as- 
pect on the part of government. 
The GOP is supposed to believe 
that good times are the products 
of business expansion; and that 
business expansion in turn rests 
upon business assurance. 


VA sees more 4% loan money 


The Veterans Administration be- 
lieves there’s a pretty good sup- 
ply of four percent money for 
GI home loans; although the 
sums are not evenly distributed, 
the country over. There'll be 
more investment money looking 
for a place to light, so the agency 
thinks, when and if the defense 
spending begins to taper off a 
few months from now. The VA 
reports that during the first half 
of this year an average of 25,000 
former service men per month have 
gotten GI loans. This compares 
with the 35,000 per month aver- 


‘age during the period since the 


program got going in 1946. 


Fewer veterans? 


It’s possible, though not so prob- 
able, that there’s less demand for 
veterans’ housing. Project that 


average monthly rate of GI loans 
through the year, and it comes up 
to 300,000 for 1952; about three- 
tenths of the non-farm residence 
units for much fewer than three- 
tenths of the total U. S. population. 
It doesn’t necessarily mean much 
for your community, since the 
spread of these houses is so uneven. 


For example, in parts of Okla- 
homa, 85% of the new housing 
started during the first three- 
quarters of the year was financed 
by VA guaranteed loans; 80% in 
Buffalo; 70% in Rochester; but 
practically none in Providence, 
Youngstown, South Bend, Indian- 
apolis and Louisville. The National 
Association of Home Builders re- 
ports also that 75% of the houses 
built during the first nine months 
of this year sold for less than 
$15,000 each. 


Recent surveys of business conditions 


The National Retail Lumber 
Dealers Association made a survey 
of business conditions for the No- 
vember meeting of its Board of 
Directors. The summary shows 
that while conditions are spotty, 
the reports all indicate a Fall pick- 
up in sales. About 70% of those 
reporting said their inventories 
were average. Half the dealers re- 
porting said that home building is 
good, as of now, and will remain 
good. Maintenance and repair, ac- 
cording to 78%, is good now; and, 
according to 82%, will be good in 
the coming months. 


The Wall Street Journal reports 
an uneven slowing down of the 
housing market; although it adds 
that a pretty stout minority of 
places say their markets are good. 
Ben Hazen, of the U. S. Savings 
& Loan League, thinks the indus- 
try may have been crowding the 
market. He suggests that a million 
houses a year are a lot of houses. 
However, the two lines where the 
lag is most pronounced is (a) old 
houses, and (b) houses _ priced 
above $20,000. Easier credit rules 
seem to make little difference in 
the volume of sales. 





Dealers everywhere find that a full size 
“sample” garage with a Strand over- 
head door, well-placed in the yard, steps 
up sales of all garage materials. Other 
dealers have found that merely building 
a garage opening, complete with Strand 
door, serves the purpose successfully. To 
go-getting dealers who want more sales 
we offer a big “special” on the full-size 
Strand all-steel Display Door pictured. 
It’s painted white with two-color letter- 
ing. Available in 9 x 7’ Receding (track) 
or Canopy, 8’ x 7’ Receding (track) or 
Canopy. Order a Strand Display Door 
from your jobber—featured now for a 
limited time only—at $35, f.o.b. New- 


port, Ky. 








Builders and owners (and their wives, particu- 
larly) get a “kick” out of trying this door for 
themselves, and discovering its easy opening and 
closing action. They’re instantly sold on the rigid, 
welded, all-steel, one-piece construction that makes 
this door a standout for strength and lifetime 
durability. A heavy galvanized zinc coat, plus 
high temperature heat treating, protects the 
Strand Door against rust, and provides an excel- 
lent base for paint without special priming coat. 
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All Strand Doors now being shipped from 
the factory have horizontal-line styling. 


Builders like this important feature: Strand Door 
saves a lot of installation time. The one-piece 
door leaf eliminates field assembly of single doors. 
Hardware is factory assembled, and easy to install 
with simple tools. 


Strand Doors are available in 5 types and sizes: 
8’ x 7’ Receding (track) and Canopy; 9’ x 7’ Reced- 
ing (track) and Canopy; 16’ x 7’ Receding (track) 
only. 


STRAND GARAGE DOOR DIVISION 
Detroit Steel Products Company 
Dept. AL-12, 2244 E. Grand Blvd., 
Detroit 11, Michigan 








C0 Please send me full information about Strand All-Steel Galvannealed Garage 
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NEWS BRIEFS 





National mortgage bank. With a new President and a new Congress 
elected the National Association of Home Builders and other industry 
leaders are once again considering the desirability of a central national 
mortgage bank, independent of Federal control. The move suggested for 
more than thirty years has been given new importance by the growing 
demand for credit of all kinds by business generally that cut the total 
money supply available for new home financing. 


Critical metal inventories. Manufacturers still must limit the in- 
ventories they may carry if steel, copper and aluminum. The ceiling on 
copper and aluminum is a 60-day supply. The present 30-day limit on steel 
goes to 45 days on January 1, 1953, when steel supplies are expected to be 
in better balance. 


Higher coal ceilings. The government authorized soft and hard coal 
producers to raise their ceiling prices to cover increased labor costs. 


New soft coal prices. The OPS will allow soft coal prices to go up 
3éc¢ to 35c¢ a ton, if the miners get only the $1.50 a day pay hike approved 
by the WSB. If they eventually get the $1.90 boost negotiated by Lewis 
prices will be raised 39c to 42c a ton. 


Hard coal increases. Price ceilings were increased by 40c to $1.35 


a ton based on the $1.50 a day raise. They, of course, could go higher if 
the miners get more. 


Building in Germany. Adequate housing always helps in the fight 
against communism and the recent figures on building from western Ger- 
many are rather startling. Last year 414,000 new apartment units were 
built and another 400,000 will be completed this year. Financing, as in 
this country, is the big problem. Industry is being encouraged to provide 
housing for workers, with tax relief promised. 


Department store sales drop. Trade circles are still trying to ex- 
plain the recent sharp decline in department stores, always a general busi- 
ness guidepost. Dollar volume in New York for the week ending Nov. 8, 
was off 12% from the like 1951 period. In Philadelphia, the decrease was 
Is';. Retailers hope the decline can be traced to the election, are cross- 
ing their fingers. 


. Christmas bonuses. The WSB will permit retailers to pay 1952 
Christmas or year-end bonuses not exceeding $40, even though a lesser 
amount was paid last year. 


Holidays off. The WSB also says that employers may give their 
employes additional holiday days off with pay. Specificallly mentioned: 
the Friday after Christmas, the Friday after New Years. 


Douglas Fir beetle. More than one billion board feet of prime 
Douglas Fir has been killed by the fir beetle in the past year in Oregon. 
Another nine billion feet was blown over during the winter of 1951-52 and 
the beetle is rapidly infesting much of this timber. Because spraying has 
no effect the only solution is rapid removal of the downed timber. Salvage 
: now regarded as the No. 1 task of Oregon timber owners for the next 
ew years. 


Startling lumber problem. In announcing a new booklet offering 
Solutions for lumber problems the Timber Engineering Co., an affiliate of 
the NLMA presents these facts. In 1907, with a population of 92 million, 
the per capita consumption was 500 board feet. Today, the per capita 
is down to 249 feet, with a population of 154 million. In other words, 
46% more people are using 17% less lumber. 
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FIRST PRIZE for remodeling a farm 
home in the Douglas Fir Plywood, 
‘“Room-for-Improvement” contest was 
won by Mrs. John E. Norton, Boze- 
man, Mont. The $3,000 check was pre- 
sented by Tom Sias, association rep- 
resentative. Details on the pages that 
follow. 


NLMA Holds 


Annual Convention 


More efficient production meth- 
ods, greater use of waste mate- 
rials, improved cutting practices 
and better merchandising pro- 
grams are bringing the consumer 
of lumber and lumber products 
greater value and better service, 
John B. Veach, president of the 
National Lumber Manufacturers 
Association, said at the NLMA’s 
annual meeting in Washington. 


These factors mean better buys 
for lumber users in 1953, he re- 
marked, adding: “this will help 
lumber to maintain its position in 
the building materials field and to 
pace the development of new prod- 
ucts.” 

Ralph R. Macartney was elected 
president and John B. Veach, 
chairman of the board of directors 
for 1953. 

Macartney, manager of Weyer- 
haeuser Timber Co., Klamath 
Falls, Ore., served as first vice 
president of NLMA during 1952. 
Veach, president of the Hardwood 
Corp., Asheville, N. C., was presi- 
dent of NLMA in 1952. 

J. R. Bemis, president, Ozan 
Lumber Co., Prescott, Ark., was 
elected first vice president, suc- 
ceeding Macartney. 

The more than 100 leading lum- 
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NEW OFFICERS of the National Lumber Manufacturers Association with 
NLMA executive vice president Leo V. Bodine, far right. Left to right, first vice 
president, J. R. Bemis, president, Ozan Lumber Co., Prescott, Ark.; chairman 
of the board, John B. Veach, president, Hardwood Corporation of America, Ashe- 
ville, N. C.; president, R. R. Macartney, manager, Weyerhaeuser Timber Co., 


Klamath Falls, Ore. 


bermen set themselves to the task 
of mapping new strategy to offset 
the inroads made into lumber mar- 
kets by other building products. 
Behind closed doors they charted 
a “blue print of action,” to pro- 
mote greater use of wood among 
civilian and defense consumers in 
1953. 

Veach, who is head of the Hard- 
wood Corp., Ashville, N. C., said 


the lumber industry may face a 
serious challenge from competitive 
materials. “The public stands to 
benefit from this competition,” he 
observed. “The lumber industry, 
through technical research, im- 
proved merchandising programs 
and other advances, will give con- 
sumers greater value and better 
service for their dollars spent on 
lumber in the year ahead.” 





Buyers’ Market 
in Housing 


Home buyers in 1953 will have 
the upper hand since housing mar- 
kets are growing more competitive, 
except in the case of new low 
priced homes, Wall Street Journal 
reported this week. Surveying 
builders, bankers and real estate 
men, the newspaper also said that 
the removal of government con- 
trols had failed to stimulate house 
buying. Typical cities checked in- 
cluded: 


Detroit. An official of Cam- 
bridge Construction Co. said: “Our 
speculative jobs were bought last 
year almost as soon as they were 
finished. Today, a year later, a 
‘spec’ will stand for three weeks 
before you get a buyer.” Henry F. 
Fett, contractor, reports his house 
sales still dragging 30% behind a 
year ago, as they were before the 
regluation X came off. 


Chicago. This city is still one 
of the bright spots in the entire 
country. Men in housing report 
homes in all price brackets are 
still being sold soon after comple- 
tion. A well known builder said 
“we hope outside contractors don’t 
find out it’s so good and start com- 
ing in here.” And it’s no great 
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secret that several west coast 
builders have just this idea. Even 
older homes are selling. Big Baird 
& Warner, real estate firm, sold 43 
houses last month, against 32 in 
the like 1951 month. 


New York City. Around this 
city builders are complaining that 
present credit curbs were still hurt- 
ing their business. Sales are lag- 
ging about 10% behind a year 
ago. Ordinary mortgages are 
bringing as much as 5%. 


Philadelphia. William E. John- 
son, vice president of the NAHB 
group in that city reports “new 
houses. in the $10,000 bracket are 
going very fast; builders can sell 
them almost immediately.” 


Houston. H. T. Fenderbosch, 
secretary of the Houston Home 
Builders Assn., figures about 400 
new homes in the $8,000-$15,000 
category remain unsold in his city. 
The president of a mortgage com- 
pany said “the city is approach- 
ing a saturation point for the time 
being.” 


Cleveland. In Forest Hills, a 
Cleveland suburb, some 28 new 
houses priced at about $38,000, 
most of them finished last spring, 
are still standing empty. Half a 
dozen others have been sold—after 
price paring. 





Public Opposing 
Government Housing 


Mounting public opposition to 
the government housing program 
was reported to the 60th annual 
convention of the United States 
Savings and Loan League by the 
organizations housing committee. 

Meeting in New York City the 
convention was told that the public 
is voting against public housing 
throughout the country. The com- 
mittee singled out Los Angeles and 
Akron, Ohio, as two cities who 
have recently rejected public hous- 
ing. 


New NRLDA Officers 


H. J. Munnerlyn, Bennettsville, 
S. C., was elected president of the 
National Retail Lumber Dealers 
Association at the annual meeting 
of the group last month at Wash- 
ton, D. C. 





Watson Malone III, Philadelphia, 
Pa., is the new vice president of 
NRLDA. Officers re-elected include 
Fred R. Stair, treasurer, H. R. 
Northup, executive vice president, 
and Edward H. Libbey, secretary. 
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Proud as a peacock with twice as much 
reason! That's you when you sell Kinzua 
Ponderosa Pine! Not only do you have the 
personal satisfaction of offering your build- 
ers the finest lumber available — you know 
your builders will re-order from you because 
they’re pleased to use Kinzua products, too! 








ua 


ATIN-DR\ES 
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Here’s why—Kinzua Pine is famous for its soft, 
uniform texture. It’s easily worked, and has a 
clean, attractive appearance that indicates the 
pride taken in its manufacture. 


Kinzua Pine is quality manufactured for ever since 
the Kinzua mills began operating 25 years ago, 
every foot of Kinzua Pine lumber has been sold 
“Quality Guaranteed.” 


This means that Kinzua manufacturing facilities, 
modern equipment, machine operators, super- 
vision, inspection and grading are all co-ordinated 
toward the goal of producing the finest lumber 
possible . . . on a permanent basis. 


Make Kinzua your lumber today. The Kinzua 
tree farm is your assurance of a continuous supply 

. and builder satisfaction is your assurance you 
can sell Kinzua products with pride. 


OUR GOAL—A PERMANENT OPERATION 


KINZUA PINE MILLS CO. 


dh Ply Wael: d-icle} 


MEMBER NATIONAL WOODWORK MERS. ASSN. INC 
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MEMBER WESTERN PINE ASSOCIATION 








Housing and the 
New Administration 


With the first Republican admin- 
istration in 20 years getting ready 
to take control of the government 
this January, experts have set 
themselves the difficult task of try- 
ing to predict what effect this will 
have on the housing industry. 

Thoughts on the subject range 
from complete scrapping of the 
Housing & Home Finance Agency 
to almost no change at all. It seems 
doubtful that either of these ex- 
tremes will take place. To over- 
simplify the basic difference be- 
tween the two parties, the incom- 
ing group is more conservative and 
favors less government. 

Home builders are primarily con- 
cerned with the effect on their 
business. Best guess is that the 
Republicans will carefully examine 
FNMA, FHA, and other housing 
aids before making any changes. 

Both housing and trade associa- 
tions officials agree that the new 
administration will have less sym- 
pathy with public housing. New 
chairman of the House banking 
and currency committee is Rep. 
Walcott (Mich.) who is known to 
be opposed to public housing in 
any form. His counterpart in the 
Senate, Sen. Capehart (Ind.) also 
objects to public housing. Mount- 
ing industry pressure may well re; 
sult in almost no public housing 
appropriations. Slum clearance, co- 
operatives and FNMA are also 
expected to be carefully studied. 

A better indication of what to 
expect will come when the new key 
housing officials are named. HHFA 
Administrator Raymond Foley, 
PHA Commissioner John Taylor 
Egan, and FHA Commissioner 
Walter Greene, together with 
many of their assistants, are cer- 
tain to go. 


Retailers’ Sales 
Volume Up 3% 


The country’s retailers did $118.7 
billion business in the first nine 
months of this year-—-3% above 
the like period in 1951, the Com- 
merce Department reported. 

For September a sales gain of 
10% was reported by lumber, 
building and hardware dealers. 
Sales increases were 7% by furni- 
ture and appliance stores; depart- 
ment store volume was up 6%; 
drug stores 2% more. Total sales 
for September reached $13.9 bil- 
lion, a 6% gain over September of 
last year. 
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MRS. JOHN A. PRICE won a $2500 award in the Douglas Fir Plywood ‘Room- 
for-Improvement” contest with her ideas for converting her basement into a 
multi-purpose room. Shown with her is her husband, Robert Price, a registered 
architect. 


Plywood Contest Taps New Remodeling Ideas 


Because more than 13,000 people 
entered the recent “Room-for- 
Improvement” contest sponsored 
by the Douglas Fir Plywood Asso- 
ciation, we have for the first time 
an accurate cross-section of Amer- 
ica’s remodeling needs. 

An estimated three out of five 
city families, who are cramped for 
space, plan on adding new floor 
area when they remodel. The other 
two can get the space they need by 
improvements within existing 
walls. Even the one-story, two- 
bedroom post-war home, which 
seemed to present the greatest lim- 
itation in remodeling projects, 
came in for its share of attention 
and one of the top prize winners 
solved space problems by reversing 
a standard plan and adding a liv- 
ing room at the rear of the house, 
turning the former living room 
into an added bedroom. 

In rural areas, homeowners 
were about equally divided between 
those who need more floor space 
and those who would improve their 
homes by remodeling within the 
house. 


In general, city dwellers were 
most interested in multi-purpose 
rooms or additional sleeping areas 
while farmers are most interested 
in developing utility rooms for 
canning, washing, sewing, etc. Most 


entries showed a strong preference 
for contemporary architectural 
styles or adaptations of older homes 
to more modern lines. 

The first prize for remodeling 
a city home by the addition of an 
all-purpose children’s wing was 
won by Alan Morgan, a young 
architect of Oakland, Cal. Mrs. 
John E. Norton, Bozeman, Mont., 
won the first prize for a farm home 
with her plans to expand her din- 
ing room with added space for a 
new office and sewing center with 
built-ins. Both these winners re- 
ceived $3,000. 

Mrs. Robert Price, a young grad- 
uate in architecture, won a first 
prize of $2,500 for her plans to 
remodel the basement of her sub- 
urban home. A home workshop, 
gardening center, canning room, 
dark room and an all-purpose play- 
room were included in the winning 
sketches. 

A similar award of $2,500 went 
to Richard B. Olney, Quincy, Mich., 
for his plans for modernizing the 
kitchen of a 60-year-old, two-story 
farm home. 


Second prize winners included: 
Rush J. McCoy, Denver, Col., Clar- 
ence Anderson, Laurens, Ia., 
Charles T. Masterson, Lombard, 
Ill, and Mrs. Dennis W. Miller, 
Lewellen, Nebr. 
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EDITORIAL 


Faith, Hope — and Management! 


The Free Way of Life Has Won a Great Victory—A Victory which Entails an 
Inspiring Responsibility—for Free Enterprisers! 


The land-slide was for the Man—not for a 
political party. 

Our people have proved again that the majority 
more often votes against something rather than 
for something. 

The majority rejected: political corruption, 
political high taxes, politically inflated costs, polit- 
ically deflated currency and political bungling of 
international affairs. 

The electorate showed a distrust of political 
management of the economy by giving their ma- 
jority to Eisenhower rather than his party. (Con- 
gress is, by vote of the people, about equal in party 
strength. ) 

Further, the people demonstrated they want 
less political responsiveness to group pressures 
whether labor, agriculture, class, race or color. 
Votes for Eisenhower crossed all lines of these 
pressure group interests. 

The people demonstrated they were tired and 
sick of self-seeking politicos, pressure lobbies, five 
percenters and sinecures. Practically as many 
Republicans were unseated as Democrats. The 
people wanted a change—a political, social and 
economic change. 

They asked for by their votes: Lowered prices, 
sounder dollars, less bureaus, fewer government 
payrollers, less wasteful expenditures and graft— 
and a government of laws rather than politicians’ 
edicts. They showed their desire for a balanced 
budget and, when the defense hump is over, re- 
duced taxes. 


Business Gets Mandate 


In the Eisenhower majority consciously or un- 


consciously the voters gave an indirect mandate to 
business management. (Probably we will not for 
some time again hear ugly epithets against busi- 
ness and business men broadcast from the White 
House. ) 

The people showed an understanding that a free 
economy is run by business management under 
the laws of the land while a socialized economy 
is run by the government and they don’t like the 
latter. \ 

The recognition seems to be growing that a 
healthy economic life requires a sustained velocity 
in the cycle of working, producing, buying, selling, 
distributing and consuming. They know business 
velocity can be sustained by war, government con- 
trols and deficit financing—they believe that to 
sustain it through the processes of private enter- 
prise is a better way. 

This business velocity—which is called pros- 
perity—is now in the lap of business management. 
If we fail, the voters will return to socialism. 


BuILpInGc Propucts MERCHANDISER 


The test of management performance is optimum 
employment. Once this is attained—as at present 
—the problem is to sustain it—to prevent un- 
employment and depression. 


Creative Selling Important 


Private enterprise management must sell into 
consumption, at a profit, the full output of opti- 
mum employment. The key is creative selling. 
Creative selling will create that inventory vacuum 
which requires replacement through expanding 
jobs. The alternate—a serious depression—will 
almost immediately nullify the victory economic 
freedom has gained in this election. 


Business management, then, must practice 
social responsibility. Necessary as profit is, busi- 
ness can no longer be run for profit alone. Busi- 
ness must manage to sustain and expand the 
velocity and universality of the process of produc- 
tion, distribution and consumption—while retain- 
ing freedom of choice. 

Business must accept the compulsion of an ex- 
panding economy. To accomplish this, business 
must keep all private money at work sustaining 
and creating jobs. Private enterprise must have 
a job ready for the men who want one and will 
accept the disciplines of work. 


Management should effect a partnership with 
common objectives for the thinking worker and 
the working thinker. Employer and employees 
must seek the common goal of full consumption 
of the production of full employment. Eisenhower 
as President will challenge, lead, counsel, and sup- 
port business management and workers in these 
attitudes and efforts. 

Most importantly Business Management must 
accept the challenge that a serious depression is 
unnecessary if Business Management functions 
efficiently. The test of Management efficiency is 
to channel productive employment into the kind 
of products that people will be induced to buy at 
a “profit” for all concerned. 


The battle line of the great crusade is con- 
sumption. The ammunition is sales, the general 
staff is sales and advertising management, and 
the privates first class are the retail salesmen. 

If management performs this task, even though 
its efficiency is somewhat short of full employment, 
we will not have a serious depression and we will 
ward off a return to the socialistic road. 


..... Art Hood 
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versity of Tennessee in Knoxville, 


STUDENT DEALERS representing 14 states heard indus- 
try leaders discuss vital operating problems at the second 
annual building material management clinic sponsored by 











the Tennessee Building Material Association and the Uni- Good Management Nh 


Today’s dealers are taking a 
closer look at their business than 
ever before—and for a very good 
reason. The net profit for most 
dealers has been slipping in the 
last few years. 





THESE DEALERS represents four states. Left to right, ROBERT O. BROWNLEE, left, secretary-manager of the 


A. P. Kitchens, J. C. Steele Lumber Co., West Monroe, 
La.; C. D. Nichols, Johnson-Campbell Lumber Co., Fort 


Dealers discuss important operating problems at clinics | j, 


Even those dealers who continue doing a good job of consumer sell- 


a high volume and _ satisfactory ing are feeling the results of sharp +e 
profit from contractor and builder competition from the appliance, es 
sales are reexamining their posi- television and chain store outlets. de 
tion. Nearly every dealer has_ been the 


Other dealers who have been hurt by the itinerant applicator of 








PS 


Tennessee Building Material Association, poses with clinic 
speaker Stuart Fonde and association president Fleming 
W. Smith. Mr. Fonde, a dealer-builder, divulged some of 





Worth, Tex.; D. B. Alexander, Mitchell & Alexander, Day- his short-cuts in home building in his talk, “Profit Makers.” 

tona Beach, Fla., and Richard B. Johnson, York Supply He was one of several outstanding dealers on the clinic 

Co., Inc., West Point, Va. program. 
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DEAN FRANK B. 
WARD of the col- 
lege of business 
administration, 
University of 
Tennessee, con- 
gratulates student 
dealer L. C. Lytz, 
Gate City Lum- 
ber & Supply Co., 
Fort Lauderdale, 
Fla., as he pre- 
sents him a grad- 
uation certificate. 
Dr. Albert H. 
Dehner, a mem- 
ber of the man- 
agement clinic 
committee for the 
university, is an 
interested specta- 
tor. 


Means Good Business 


in Indiana and Tennessee 


roofing, siding and numerous other 
building items. Products which 
should normally be retailed through 
dealer channels are now by-passing 
the dealer. 

Increasing overhead and heavy 





TAPE RECORDER 
word at the Tennessee clinic for Wil- 
liam L. Boozer, left, Boozer Lumber 
Co., Columbia, S. C. Mr. Boozer will 
use the recording to bring the clinic 
Speeches to his employes. 


catches every 


BuitpING Propucts MERCHANDISER 


taxes no longer permit a success- 
ful operation on a “by-guess-or- 
by-gorry” plan. 

That is why more and more deal- 
ers are searching for answers to 
their operating problems through 
their associations, trade journals 
and informal discussion of their 
mutual problems with other deal- 
ers. Several associations have 
sponsored clinics for top manage- 
ment at which industry leaders, 
including dealers themselves, have 
participated. 

They have discussed such prob- 
lems as sales opportunities, distri- 
bution problems, inventory control 
and personnel training. 

Two such clinics were held last 
month. Seventy-seven yard owners 
and key personnel representing 14 
states attended the four-day ses- 
sion sponsored by the Tennessee 
Building Materials Association and 
the college of business administra- 
tion of the University of Ten- 
nessee in Knoxville. The Indiana 
conference was sponsored by the 
division of adult education of Pur- 
due University cooperating with 
the Indiana Lumber & Builders’ 
Supply Association. Sixty - seven 
dealers attended the Indiana ses- 
sions in Lafayette. The confer- 


Registration List 


Dealers attending the Tennessee clinic were: 


Alabama: J. O. Banks,‘ II, Banks & Co., 
Eutaw; Florida: D. B. Alexander, Mitchell & 
Alexander, Daytona Beach; Roy J. Deeb, Pen- 
insular Bldg. Supply Co.. St. Petersburg; 
Robert L. Flint, Crabtree Lumber Co., Jack- 
sonville; R. K. Gregory, Jacobs Lumber & 
Supply Co., DeLand; J. H. Hubbard, Pinellas 
Lumber Co., Clearwater; R. Tom Joyner, Jr., 
Joyner Lumber & Supply Co., Lakeland; W. 
A. Martin, Lewis Lumber Co., Bradenton; L. 
C. Lytz, Gate City Lumber & Supply, Ft. 
Lauderdale; A. G. McClelland, Gate City 
Sash & Door Co., Ft. Lauderdale; Thomas 
H. Mitchell, Mitchell & Alexander, Daytona 
Beach; A. A. Renuart, Jr., Renuart Lumber 
Yards, Inc., Miami; Firmin P. Renuart, Renu- 
art Lumber Yards, Inc., Coral Gables; C. A. 
Walker, Jacobs Lumber & Supply Co., DeLand. 

Georgia: C. Berkeley Cheney, Jr., McNair 
Lumber & Supply Co., Macon; Oertell Collins, 
Forest City Lumber Co., Savannah; D. S. 
Hautman, East Albany Lumber Co., Albany; 
Allen Johnson, Jr., Tifton Lumber Co., Tifton: 
C. W. Peek, Jr., Peek-Hightower Lumber & 
Supply, Cedartown; B. J. Reeves, Smith Lum- 
ber Co., Albany; James M. Stanley, W. P. 
Stephens Lumber Co., Marietta; Cliff B. Zim- 
merman, Patterson Lumber & Supply, Atlanta. 

Illinois: Harold W. Lehman, Moser Fuel & 
Supply, Ine., Naperville; Hartley Nelson, 
Moser Fuel & Supply, Inc., Naperville; Jowa: 
H. B. Rine, Rine’s Lumber Yard, Cedar Falls; 
Kentucky: Robert L. Coffman, Falls Cities 
Const. Mat. Association, Louisville; Hunter L. 
Coleman, Clell Coleman & Sons, Burgin; Don- 
ald M. Hipp, Hipp-Green Lumber Corp., 
Paducah; Albert W. Kittinger, Kittinger Lum- 
ber Co., Owensboro; George Taylor, Reams 
Lumber Co., Middlesboro; J. Morton Williams, 
Beaver Dam Mfg. & Supply, Beaver Dam. 

Louisiana: A. P. Kitchens, J. C. Steele Lum- 
ber Co., West Monroe; Philip J. Lala, Alatex 
Const. Service, Inc., New Orleans; F. Lisle 
Peters, Sr., Louisiana Western Lumber Co., 
Ine., Lake Charles; Mississippi: Elmer W. 
Gwin, Gwin Lumber Co., Greenwood; New 
York: Simon Greenberg, Wallace R. Post, Inc., 
Rockville Centre; Whitney F. Harris, New 
York Lumber Trade Assn.; North Carolina: 
Dwight L. Davis, H. & S. Lumber Co., Char- 
lotte; V. E. Hollinshed, Cape Fear Supply Co., 
Fayetteville; T. H. Howard, Seth Lumber Co., 
Inc., Lincolnton; John R. Peterson, Spruce 
Pine Lumber Co., Spruce Pine; South Caro- 
lina: William L. Boozer and L. A. Cotter, 
Boozer Lumber Co., Columbia. 

Tennessee: C. L. Carmichael, Chandler & 
Co., Knoxville; Howard B. Cockrum, Cockrum 
Lrmber Co., Knoxville; Charles N. Griggs, 
City Lumber of Ripley, Ripley; Billy Gunter, 
Gunter Lumber Co., Shelbyville; Luther G. 
Henley, Cockrum Lumber Co., Inc., Knoxville; 
A. G. Heins, Jr., A. G. Heins Co., Knoxville; 
Fred W. Jackson, Central Warehouse Corp., 
Bristol: R. H. Johnson, Chandler & Co., Knox- 
ville; Frank Layman, Parkview Supply Co., 
Marysville; Charles H. Lee, City Lumber of 
Ripley, Ripley; Donald O. Mirts, Dealers Ware- 
house Corp., Knoxville; William E. Norvell, 
Norvell & Wallace, Nashville; Gordon Presley, 
Loudon Builders Supply, Loudon; Hoyle H. 
Ratcliff, Helm Lumber Co., Newport; William 
H. Reagan, Reagan’s Building Supplies, Knox- 
ville; O. L. Reed, Reed Lumber Co., Bruceton; 
John E. Rose and Morton Rose, Jr., D. 
Rose & Co., Knoxville; W. M. Seiler, Jr., Seiler 
Brothers, Inc., Sweetwater; W. S. Sexton, City 
Lumber Co., Knoxville; Fleming W. Smith, 
A. J. Smith Co., Nashville; Fred R. Stair, 
Farragut Lumber Co., Knoxville; J. J. Whit- 
ley, Mayes-Howard Lumber Co., Covington; A. 
Milton Young, City Lumber Co., Jackson. 

Texas: Allan Hamilton, Killeen Lumber Co., 
Killeen; Ross Kinslow, City Lumber Co., 
Temple; C. D. Nichols, Johnson-Campbell 
Lumber Co., Fort Worth; Ed Rowlett, Frontier 
Lumber Co., Brownsville: J. A. Taylor, Dimmit 
Supply Co., Carrizo; Virginia: Richard B. 
Johnson, York Supply Co., Inc., West Point; 
W. J. Jones, Keys Planing Mill Co., Bluefield; 
Joseph B. Sadler, Ocean Suppliers Corp., Va. 
Beach; John T. Ferguson, James River Lum- 
ber Co., Richmond; West Virginia: W. 
Owen, Bailey Lumber Co., Bluefield. 


Dealers attending the Indiana conference 
were: 


Jay Abbott, Rogers Building Supplies, Inc., 
Bloomington; James R. Abernethy, South Bend 
Lumber Co.; James R. Alberts, Henry J. Kess- 
ener Lumber Co., Lafayette; Richard Allen, 
Russell Crowder and Gordon Ferguson, S. 
Pawley Lumber Co., Inc., Terre Haute; Wil- 
liam P. Angrick, Moore & Richter Lumber Co., 
La Porte; Charles G. Bader, Calumet Millwork 
Co., Gary; O. E. Baker, Roann Lumber Co., 
Roann; Daniel S. Bakstad, Daniel Shank Lum- 
ber Co., Angola; Joseph Krost Beckman, Home 


(This list is continued on page 90) 
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ence theme was “Reduce Operative 
Costs.” 

Because the problems discussed 
at these clinics are so vital to 


every dealer, American Lumber- 


man is devoting a major part of 
its feature section this issue to 
the important subject of manage- 
ment. Other clinic topics will be 
covered in forthcoming issues. 


Attracting New Customers and Keeping Old Ones 


RAYMOND O. CRABTREE, Crabtree Lum- 
ber Co., Jacksonville, Fla. 

We must be 
known. Come 
out in the open 
andlet your 
products, your 
services and 
your location be 
known. 

Each of us 
should examine 
the methods 
used by the ap- 
pliance, radio 
and automotive industries. We 
shudder at the thought of using 
1%% to 2% for advertising, but 
few auto or appliance dealers would 
be in business if they spent less 
than 4%. 

Let’s not fool ourselves—we have 
been outsmarted in selling our 
products, and our services to the 
public by these other industries. 

I know of no better way to reach 
the people with a live-wire promo- 
tion than through a television pro- 
gram. They hear it and they see 
it. (Read the description of one 
of Crabtree’s television programs 
in AL&BPM, Aug. 11, 1952). So 
let’s not forget that homeowners 
welcome our advertisements and 
our promotions. If we continually 
stress that we have their interest 
uppermost, we will continue to 
make more sales. 

Price cutting or big discounts 
does not mean customer apprecia- 
tion. A dealer is no happier with 
low profits than a salesman is with 
a low commission and the customer 
suffers from the lack of service and 
attention received when a sale is 
made under these circumstances. 
Never let an employe forget that 
a former customer at one time, in 
some degree, helped pay his salary. 

How can we attract or keep cus- 
tomers when they buy a _ brand 
from most any dealer at practically 
any price? Why should we train 
men for selling, only to have their 
prospects shop for lower prices. 

One good method to judge a 
salesman by is the number of cus- 
tomers who come in and ask for 
him by name. They usually want 
to buy from the one who served 
them well the first time. You 





CRABTREE: We 
have been out- 
smarted in selling 
our products. 
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should devise a plan to recapture 
the loyalty of former customers. 
Customers want to know that the 
salesman appreciated them and was 
not interested in making just one 
sale, but was interested in their 
satisfaction. 

Dealers must maintain good rela- 
tions with allied business firms 
such as architects, plumbers and 
electricians. One recommendation 
by a satisfied user of our product 
is worth many dollars in advertis- 
ing. Contractors and wealthy peo- 
ple are not your best prospects or 
advertisers as they do not use the 
products themselves. 

The homeowner who installs the 
product or the wife who uses it 
are your best boosters. Calling on 
a past customer may be asking for 
trouble, but a dissatisfied customer 
is a lost customer. 


1. Extend courtesy to your cus- 
tomers and employes. 
2. Hire employes who are intel- 


ligent, honest and of good 
morals. 
3. Maintain a clean, orderly 


yard and office. 

4. Let the customer know you 
appreciate his or her busi- 
ness. 


Personnel Training 


MARTIN A. HASSINGER, Bristol Builders 
Supply Co., Bristol, Va. ; 


Testing meth- 
ods, which we 
started in 1937, 
is one of the 
biggest factors 
in whatever 
success we’ve 
had. 

Weoffera 
self - adminis- 
tering test 
which takes 
about 30 min- 
A high school or college 
faculty member can make these 
tests for you. The results should 
match the applicant’s ability for 
the job. 

We find that a minimum I. Q. of 
108 is necessary for a top-notch 
bookkeeper; 114 for a _ top-flight 
woman executive; 98 for shipping 





HASSINGER: 
Match an em- 
ploye’s ability to 
his job. 


utes. 


and desk clerks if they have devel- 
oped within the organization, 106 
if hired outside your organization; 
105 for salesmen if promoted with- 
in the organization, 110 if hired 
outside the company. 

Because we want a wider field 
to choose from, we never insist on 
experienced people. 

Our testing program has proven 
satisfactory in 75% of the cases. 
Most of our applicants come from 
newspaper advertisements. After 
testing 25-30 applicants we will 
wind up with two or three for in- 
terviews. 

It is important that the appli- 
cant be as interested in his job as 
we are. Here are some of our 
guideposts for hiring: 

1. Basic honesty and congenial 

disposition. 

2. Desire to make money. There 
must be a money incentive in 
proportion to the extra effort. 

3. Intelligence equal or better 
than the average customer. 
The salesman must direct the 
prospect’s thinking. 

4. The applicant must not have 

a personality that will detract 
from his ability. 

He must be willing to work 
long and regular hours. 

6. He does not need previous 
experience. 

7. He does not need to have a 
knowledge of the business, 
although it is useful. 

We teach salesmen a knowledge 
of our business through corre- 
spondence schools; manufacturers 
schools and 30-day short courses; 
movie and slide films; we encour- 
age a six months’ period of house- 
to-house canvassing for home-im- 
provement jobs by new salesmen. 

We encourage salesmen to keep 
a record of what they plan to do 
and what they have done so they 
can see how much of their time is 
actually spent selling. 


Or 


Profit Makers 


STUART FONDE, 


Knoxville, Tenn. 


Builders Supply Co. 

All builders 
and supply 
dealers alike 
are faced with 
improving their 
product and 
holding down 
their prices as 
the price of 
survival. Com- 
petition is 





FONDE: Dealers 
and builders : 
should exchange keener than it 
experiences. has ever been. 


(continued on page 27) 
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STORAGE WALL CLOSETS advo- 
cated by builder Fonde are examined 
by several dealers. 


Buyers can be choosey and they 
are. Therefore, we have to give 
them what they want. 

A man in the shop with good 
tools, good light and pleasant 
working conditions can produce 
more and better work at less cost 
than a man in the field. There is 
no doubt any more but that these 
operations can be performed by 
the dealer and onto which he can 
add his normal profit and _ still 
save money for the home builder. 

Shop preparation is a step to- 
ward prefabrication, but it has so 
many advantages that the large 
prefabricators do not have. The 
large prefabricator is here to stay, 
but he does not offer formidable 
competition to a small dealer who 
offers a complete home building 
service, 

[ do not necessarily mean that 
the dealer has to do the build- 
ing—many are and perhaps more 
will be—but he has to do most 
of the thinking and planning for 
the builder and he has to show 
the owner what he is going to get. 

It is one thing to have a good 
item and another to show it and 
sell it. I emphasize this point be- 
cause as you perform more oper- 
ations for your customers, you 
must know what they cost you 
and make your charge accord- 
ingly. . 

To take full advantage of profit- 
makers, it is necessary to give 
thought to the design and dimen- 
sions of the house. The greatest 
Savings are made when an item 
can be used the most times un- 
changed. In other words, as many 
closets as possible should be the 
Same dimension—clothes closets, 
china closets, linen closets and 
the like. This is likewise true 
in trying to keep the dimensions 
of the whole house as nearly the 
Same as possible. 


Buitpinc Propucts MERCHANDISER 


Now that we have a plan which 
contains as much living space as 
possible, let’s consider how we 
can build the house at the lowest 
cost. 

We should start with precut 
framing lumber. An_ estimator 
can detail, list and cut every item 
of framing in a shop in much less 
time and with much less waste 
than the average carpenter on the 
job. You can sell precut framing. 

There is the question of using 
certain sheathing grades of ply- 
wood or gypsum sheathing as 
against sheathing lumber. It is 
a quick and easy matter to figure 
this out. Advise your customer 
what he may use to the best ad- 
vantage and save money. A good 
example is that gypsum sheath- 
ing may be used when weather- 
boarding or brick veneering is 
used and give an equally good 
job. 

Next is the roof. Use of trusses 
saves on framing lumber and 
erection time. These trusses can 
be made in your shop. You can 
make a profit on them and save 
your customer money. 

These trusses span from the 
outside walls, offering an entirely 
new approach in doing the in- 
terior of the house. The walls 
do not carry any weight. No cen- 
ter bearing footing has to be pro- 
vided and consequently all of the 
wall space can be converted into 
closets, cabinets, bookcases and 
the like. 

Here again is one of the best 
opportunities to exploit profit- 
makers for the dealers. Made of 
light-weight materials, these clos- 
ets, cabinets and bookcases can 
be completely assembled in the 
shop and together with the pre- 
fit doors in frames can constitute 
all of the interior walls. These 
cabinets may be painted inside 
and the doors prefinished, which 
puts you in the painting business. 

The time is coming when the 
more aggressive dealers will be 
selling everything that goes into 
the house. Here again is an oppor- 
tunity for the dealer to have a 
plumbing wall assembly prepared 
for the house, leaving only a few 
field joints to be made. 

Profit-makers are not just a few 
sales-making gadgets. They com- 
prise all the component parts— 
both concrete and abstract—that 
give your customer a better house 
at lower cost. 

The various trade magazines are 
full of good ideas today. You can 
profit greatly by reading and 
studying them. 





Using Cost Figures 
Intelligently 


WILLIAM C. HENRY, Department of Ac- 


counting, University of Tennessee 


Accounting 
may be consid- 
ered from two 
viewpoints: 1. 
Financial ac- 
counting — 
which serves to 
record, classify 
and present the 
financial effect 
of the business 
transactions of 
an enterprise. 
Accounting reports set up in these 
terms are the conventional income 
statements and balance sheets. 

2. Managerial accounting—which 
is concerned with the systematic 
collection of facts about the de- 
tailed operations of the business. 
It involves the procedures related 
to internal control, the minimiza- 
tion of fraud, errors and waste; 
the preparation and administra- 
tion of budgets and the interpreta- 
tion of cost information for oper- 
ating control purposes. 

These two viewpoints of account- 
ing supplement each other. Yet 
probably the average building ma- 
terials dealer gives far too little 
thought and attention to the ben- 
efits to be derived from managerial 
accounting. 

Budgeting is one of the tools of 
managerial accounting. The prepa- 
ration of a budget is based on the 
idea that transactions within a 
business are interrelated and that 
if a starting point can be found, 
the rest of the plan will fall into 
place. For example, if the rela- 
tionship of certain expenses to 
sales is known, then if we can fore- 
cast sales, the expenses can be 
estimated with a fair degree of 
certainty. 

How far ahead should a budget 
be prepared—a month, a year, two 
years? As the budget period is 
lengthened, the validity of the fore- 
casts diminishes until a point is 
reached where estimates are just 
hopes or guesses. So the budget 
period shouldn’t be too long. , 

On the other hand, when a com- 
pany goes to the trouble to prepare 
a budget the management is hop- 
ing to solve some problems and the 
budget period must be long enough 
to allow these problems to “work 
out.” One important consideration 
here is the availability of records. 
The budget period must be rela- 
tively short if the company has 


HENRY: The 
budget must be 


enforced to be ef- 
fective. 
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only sketchy and incomplete rec- 
ords. 

What shall the starting point be 
in the preparation of the budget? 

Past experience is frequently 
used, but there is little to be said 
for this method except that it is 
simple. Changes in unit price, de- 
sign, business cycle, advertising 
campaigns and competitors all help 
determine sales volume. 

Estimates by the sales staff 
should be helpful. If the sales staff 
is given information on price poli- 
cies, proposed advertising pro- 
grams, etc., their estimates of next 
year’s sales volume may be rela- 
tively reliable. 

Statistical analysis may be used 
to forecast sales volume. However, 
this method requires the services of 
a highly competent statistician and 
therefore are usually used only by 
large enterprises. 


Assuming we have arrived at a 
sales figure which is distributed 
over a 12-month period, we can 
budget our purchases, inventory, 
collections of accounts receivable 
and selling expense. We can budget 
new capital expenditures, new ma- 
chinery and our income taxes. Fi- 
nally, we can prepare an estimated 
income statement for the year and 
an estimated balance sheet at the 
year’s end. 

When all of these budgets are 
combined into one master budget, 
the real task of budget adminis- 
tration has just begun. The budget 
must be enforced to be effective. 

No budget can be considered 
worthwhile unless comparisons be- 
tween budget and actual figures are 
made frequently, unless differences 
are analyzed carefully to determine 
their causes and unless steps are 
taken to secure whatever adjust- 
ment is necessary. 





Distribution Problems Facing Our Industry 


ELIAS W. NUTTLE, Nuttle Lumber & Coal 
Co., Denton, Md. 


Replies from 
23 dealers asked 
to list the 10 
chief problems 
facing our in- 
dustry indicates 
that the chief 
problem is di- 
rect sales from 
the manufactur- 
er to the user. 
Lumber, ply- 
wood, asphalt products, millwork, 
kitchens, insulation, metal products 
and cement blocks are some of the 
building products which are by- 
passing the retail lumber dealer. 

Applicators appear to be our 
second greatest competitor. The 
prefabricated home industry is still 
a real competitor. Poor grading is 
a source of disturbance to many 
dealers. Many materials are under- 
graded on the market. We have 
sometimes lost competitive sales 
only to find that the winning bid 
was made on second-grade materi- 
als. 

Then we are faced by price-cut- 
ting competition by other dealers 
and competition from new yards. 
Also competition from other con- 
sumer products and the big chain 
outlets. 


I’m not scared of this competi- 
tion. I think we can lick it if we 
sit down and analyze it. To do so 
we must have the cooperation of the 
local contractors. We should sell 





NUTTLE: I think 
we can lick com- 
petition. 
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the job as a package; that way, we 
can outsell our competition. Don’t 
sell just a bill of shingles—sell the 
whole roof! 


Many manufacturers looking for 
new sources of distribution in some 
cases feel that we are not the prop- 
er outlets for their products. 


Selling is the crux of our prob- 
lem. It is up to you and me to train 
our salesmen. If we do, it will 
help eliminate our problems of dis- 
tribution. 

(Merchandise prizes are used 
successfully as sales incentives by 
Mr. Nuttle’s firm.) 


Labor-Management 


Relations 
CLIFTON E. FRITSCHLE, College of Busi- 


ness Administration, University of Tennessee 


We need a 
management 
team, not mere- 
ly a collection of 
specialists, a 
management 
team which rec- 
ognizes that it 
has social, eco- 
nomic and hu- 
man relation re- 
sponsibilities. 

Here are some managerial weak- 
nesses : 

1. Breakdown of communications 
between management and the 
first-line supervisors. 

2. Breakdown in the chain of 


FRITSCHLE: We 
need more mature 
managers. 
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command. We too often for- 
get in our urge to get things 
done that the first-line super- 
visor can be the weak if not 
the missing link. 

3. Failure to make lower levels 
of management feel that they 
are members of the team. 
This has resulted from our 
preoccupation with _labor- 
management relations. 

4. Poor salesmanship. As man- 
agement, we are notoriously 
poor salesmen when it comes 
to selling ourselves, our com- 
pany and our free enterprise 
system to lower levels of per- 
sonnel. 

Good management relations is the 
prime prerequisite of good labor- 
management relations. We _ need 
mature managers on every level. 


Taking Sales Out 
of Competition 


SAM LEVY, Jacob Levy & Brothers, Louis- 
ville, Ky. - 





LEVY: Time-payment sales mean re 
peat business. 


The majority of our sales are 
made direct to the homeowner, who 
wishes to improve his property. To 
be successful in this field, you must 
be equipped with the following 
selling tools: 

1. Adequate 

displayed 

2. A consistent, well-planned ad- 

vertising policy 

3. Trained sales personnel 

4. An adequate financing plan. 

All products should be promi- 
nently displayed and plainly priced. 
The store and displays must always 
be kept clean and attractive. You 
must not overlook the fact that 4 
substantial portion of the buying 
of home improvement needs today 
is being done by the wife. 


stocks, 


Advertising must be consisient, 
skillfully-planned and_ prepared; 
otherwise, you will be throwing 
money down the drain. Every ad 
should be written to do a specifit 
job. Talk directly to your prospet! 
in terms of his greatest needs ané 


a 
PRT ARES SETURL TE ed 




















properly § 





nel 

ana 
pro 
the 
ond 
the 
out 

pro 
gen 
wit 


job 
mu: 
pay 
mol 
but 
whe 





Ma 


ARTE 
Lumb 


If 
the 
even 
are - 
cient 

Or 
profi 


> het 


to 4 
1953 


» Spen 


for 


Buy 





Cuis- 








are 
who 
. To 
must 
wing 


perly 


d ad- 


lan. 
( ymi- 
riced. 
ways 
You 
hat a 
ying 
ti day 


stent, 
a red; 
pwing 
ry ad 
necific 
ps pect 


is and F 


ANG 








in language he understands. 

You must have trained person- 
nel to sit down with the prospect, 
analyze his problems properly and 
provide a satisfactory solution— 
then the matter of price is of sec- 
ondary importance. You can make 
the sale at your regular price with- 
out competition if the prospect is 
properly, courteously and _intelli- 
gently handled and if the cost is 
within the customers ability to pay. 

[f you wish to do a top selling 
job of property improvements, you 
must resolve to sell on the monthly 
payment plan. It means a little 
more work handling the details, 
but there is no credit risk involved 
where the dealer is concerned. 


The lending institution which 
approves the credit application will 
pay you the net proceeds of the 
applicant’s note following comple- 
tion of deliveries and without any 
recourse on you whatsoever. 

You will have made a sale for 
which you will have received cash 
in full and the customer then re- 
pays the loan to the bank on easy 
monthly payments at low interest 
rates. 

The opportunities for building up 
a substantial time-payment sales 
volume are well-nigh unlimited. It 
means repeat business from a vir- 
gin field. It’s there, regardless of 


the size of your community, if you 
go after it. 





ART HOOD, editor, American Lumberman, confers before the sessions start with 


Dave M. Puckett, center, president of the Indiana association, and Carl W. Nagle, 


secretary-treasurer. 





Six subjects directly related to the cost of doing business were pre- 
sented at the three-day yard managers conference sponsored by the 
indiana Lumber & Builders’ Supply Assn., at Purdue University, Nov. 


10-12, 


Following classroom lectures, the managers broke up into workshop 
discussion groups. Afterward the entire conference heard a summary 


of the discussion group findings. 


Dealers agreed that competition will be tougher in 1953, that every 
phase of a yard’s operation should be checked for efficiency. 





Management Responsibilities 
ARTHUR A. HOOD, Editor, 


Lumberman 


American 


If vou are doing the same things 
the same way as you did 10 or 
even four years ago, the chances 
are you are not doing them as effi- 
Clently as possible. 

Our dealers are “enjoying” a 
profitless prosperity. In 1952 their 
net profit before taxes was 314% 


to 4%. The net profit goal for 
1953 should be 8%. 
Our competitive retailers are 


| Spending 10 to 12 times as much 


for advertising as we do. Any 


= 
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group of 500 families with a po- 
tential business of $220,000 can 
support an outside salesman. 

You can double your sales and 
triple your profits in the next three 
years (if you have the necessary 
capital). There is no saturation 
point to our market; the buying 
power and the productive power 
exists. Many small houses built in 
the last four years must be ex- 
panded or replaced. Money spent 
for a house is also saved—this is 
the finest sales argument in the 
world. 

On the basis of the recent elec- 
tion business has been given its 


last chance to save itself. Another 
serious depression would be fatal 
to our economy. 
Management has eight responsi- 
bilities: 
1. To your investors and stock- 
holders 
To your customers 
To your employes 
To your suppliers 
To the local building industry 
To the retail lumber industry 
as a whole 
7. To. carry your full load to 
maintain our free enterprise 
system 
8. To the community, state and 
nation. 
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Labor Cost Reduction 


CLARENCE THOMPSON, Thompson Lum- 
ber Co., Champaign, Ill. 


Conversion to 
mechanical han- 


dling is one 
positive way to 
meet rising 


costs and retain 
better quality, 
more 


efficient : a 
employes. p . alee 


There is no + omMPSON: 
pat answer for Mechanical han- 
a dealer think- dling is one posi- 
ing of using tive way to meet 
mechanical han- ‘!8ins costs. 
dling equipment. However, if a 
dealer had a yearly volume of 
$250,000 or more he should seri- 
ously consider mechanical equip- 
ment. 

(After a fire in 1950 Thompson 
built a new warehouse designed 
for use of the newest mechanical 
handling equipment. He surprised 
the dealers by reporting that he 
erected the warehouse at about one 
half the cost of a conventional, 
old-style warehouse. ) 

Sheds should be at least 25% 
larger for efficient use of the new 
equipment. It takes three to five 
years for a dealer to perfect his 
changeover to modern materials 
handling. Both the employer and 
employes must really get behind the 
new system to make it work. 

The average dealer probably 
needs two lift trucks for a smooth 
operation. One should be 5,000 
pounds capacity or less for sheet 
materials; the other should be a 
lift with 10,000 pounds capacity or 
more. 

My four trucks now do the work 
of eight. Loads are pre-assembled 
for the drivers in advance and 

(continued on page 88) 
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dealers everywhere. Special jamb 


Photo courtesy Virginia Metal Products Corp. 
STEEL SLIDING DOORS and swing doors with low-cost 
pre-welded door bucks are becoming stock items with 
(detail, inset), fits 





dry wall construction perfectly and can also be used 
with plaster, eliminating costly site construction. 





struction jobs which dealers can promote. 





STORES AND AUTOMOBILE SHOWROOMS are just two 
examples of the various types of light commercial con- 


These two 


Dealers Prepare to Profit by Pickup 


Metal products offer extra profit opportunities in commercial market comeback. 


Where can you make more sales 
—profitable sales—in 1953? 

That is a pertinent business 
question that forward - looking 
dealers across the country are al- 
ready mulling over in their minds 
as they make plans for next year. 

The suspension of credit con- 
trols on private and commercial 
construction will open the way for 
a substantial increase in business, 
especially in the field of light com- 
mercial construction—new and 
modernized stores, gas stations, 
tourist courts and similar struc- 
tures. This year commercial build- 
ing was down about 40% com- 
pared with 1951. 

Nearly every retail building ma- 
terials dealer has the opportunity 
to increase his volume in the light 
commercial field. This is true 
especially in the smaller cities 
and towns where he is the only 
normal distribution outlet for ma- 
terials which go into these struc- 
tures and where he controls the 
entire sale. 

Not only will added commercial 
building mean more sales of lum- 
ber, millwork, hardware, paint and 
the scores of products stocked by 
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the average dealer, but it opens 
the way for increased sales of 
metal, glass and other items spe- 
cifically required for new store 
fronts and similar structures. 

Many dealers are already alert 
to profitable sales in this field and 
have either carried an inventory 
of metal products or established a 
close relationship with a nearby 
distributor who can assure prompt 
delivery direct to the job. 

Our on-the-spot interviews with 
dealers throughout the country 
show that competition among deal- 
ers for business has never been 
keener. Overall dollar volume for 
most dealers has remained high, 
but net profits have shrunk. 

Here are some of the metal prod- 
ucts that the retail building mate- 
rials dealer will want to supply: 

1. Aluminum roofing and siding 
2. Steel-sliding doors, swing doors 
and door frames. 
3. Area walls 
4. Steel panels for office parti- 
tions 
5. Aluminum doors, windows, 
screens and moldings 
6. Copper tubing for radiant 
heating 


December 


Steel fencing 
Galvanized sheets for flashing 
and duct work 


es 


CORNER BEAD, metal moulding and 
guttering is found in this display at 
the Forest Lumber Co. store in Lub- 
bock, Tex. Sink frames are stored 
in cabinet, lower right. 
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projects were furnished by the Haubrich Lumber & Sup- 
Mapleton, an Iowa town of only 1,857 people. 


ply Co., 
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Amarillo, Tex. 


in Commercial Construction 


9. Gutters, leaders and down- 
spouts 

10. Louvers, ventilators and orna- 
mental ironwork 

11. Steel cellar doors 


12. Industrial incinerators 





METAL WINDOWS and storm sash 
offer an excellent opportunity for 
Contractor business. The metal prod- 
ucts salesman should be technically 
qualified. 
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13. Sunken garbage receivers 
14. Timber connectors and fram- 
ing anchors 
Fireproof steel doors and frames 
and closet doors of the sliding- 
steel type will be in demand by 





The Werld’s Most Unusual Lumber Yards 


Hechinger, for all types of 
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METAL PRODUCTS require promo- 
tion. Hechinger’s in Washington, 
D. C., uses newspaper display space 
to push guttering and downspouting. 
Every item is price-marked. 





THE FARM TRADE offers an excellent sales outlet for 
metal products. This display is seen at Scott Lumber Co., 


some builders of small apartments 
and houses. An increasing num- 
ber of building codes now require 
a fireproof door between the house 
and attached garage. 

Owners of warehouses and light 
industrial plants will want steel 
windows and steel fire doors. 


Modernization of store fronts 
will mean sales of such additional 
items as glass, cement, electrical 
fixtures, tile, tie rods, awnings and 
awning bars, kick plates, flashing 
under plate glass windows and 
ventilators. 


By spring of next year builders 
expect the green light on recrea- 
tional building, too. This will 
mean additional materials for the- 
aters, bowling alleys, roller skat- 
ing rinks and kiddy parks. 

New schools and educational 
buildings will be built in increas- 
ing numbers to keep pace with pop- 
ulation growth and suburban de- 
velopments. 


The increasing supply of copper 
wire and tubing now reaching the 
market has provided a shot in the 
arm for all types of private build- 
ing. 

It is not too early right now 
to make plans to capitalize on the 
comeback of this commercial and 
recreational building market. 
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As seen by your prospects in 
BETTER HOMES AND GARDENS— 
November issue 
COUNTRY GENTLEMAN— 
November issve 
: HOUSE BEAUTIFUL—Janvary, 1953 


SATURDAY EVENING POST— 
January 10, 1953 


SMALL HOMES GUIDE— Spring, 1953 
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New architects’ and specifiers’ 60 page catalog on 
plywoods and doors will be sent postpaid for $1. 
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A SIGN OF GOOD HOUSEKEEPING 
is this neat pile of clean, lathed 
lumber. Yardman Dick Munster piles 
lumber, leaving an air space between 
each piece. Note neat signs below 
each pile. 


A PILE OF CREOSOTED POSTS was 
price-marked first by Anderson. When 
sales jumped on these posts, he price- 
marked other materials. 





Price Tags Add Up to More Sales, Less Work 


Iowa dealer says it’s profitable to help customers help themselves. 


The mysterious case of lumber- 
yard prices has been solved by 
L. W. Anderson, manager of Bots- 
ford Lumber Company, Hartley, 
Ia. The big clue in the case was 
the price-marking system used by 
grocery stores. 

“When you go into a grocery 
store you expect to see prices,” 
says Mr. Anderson. “Why should- 
n't you expect to see prices in a 
lumber yard, too?” 

ir. Anderson has price-marked 
every stack of lumber at Bots- 
ford’s with a neat black-and-white 
sign. These signs also carry the 
grade and the length of each piece 
in the stack. Today, Anderson 
profits by this out-in-the-open 
pricing system for it means added 
sales with less work. 

A definite factor to the solution 
of this case was Anderson’s prac- 
tice of being a good housekeeper. 
As Anderson points out, “The 
lumber industry has suffered ma- 
terially from poor housekeeping. 
It has almost as many women cus- 
tomers as men. Yet the yards have 
never set an example. They have 
the worst looking places, but try 
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ON ROR RE RIE nde 


CARPENTER-CUSTOMER RAY RUMPER helps himself to price-marked cor- 
rugated roofing. Laminated rafters were made by former yard manager Albert 
Thietje, now owner of a woodworking shop where he uses Botsford lumber to 
make rafters and heams. 
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w» VAN-PACKER 


PACKAGED MASONRY 


‘CHIMNEY — 


Treats no waste with Van-Packer Packaged Masonry Chimney. 
Nothing can deteriorate—there’s nothing else to buy. Costly man 
hours, space, breakage and trucking involved in handling brick 
chimney supplies are all avoided. Builders prefer this completely 
packaged chimney. Installation time is cut to a fraction ... just 
three hours work or less by one man and the chimney is 
complete. Underwriters’ Laboratories tested and approved 
Van-Packer All-Fuel Chimney is fire-safe with a chimney wall of 
insulating vermiculite concrete and fire-clay tile liner. The 
insulating value of the Van-Packer wall is equal to 24” of 
brick or 70” of ordinary concrete. F. H. A. accepted! 
| 
CKER e 








'F 
ecoe oh = Ch eeecccccoces eeoeee 
o- nd 
ay, ‘ Nationally distributed through reliable build- 
m/ ing material jobbers and dealers. Van-Packer 
j is available for immediate delivery. Many 
fag! jobber territories still open. Write for free 
i i literature and details. 
—. 


‘Van-Packen 


CORPORATION 


Also Manufactured and Distributed in Canada by 
C. A. McRobert and Son, Ltd., St. Laurent, Quebec 


Dept. 1312, 209 S. LaSalle St., Chicago 4, Ill. 








WINDOW OVER DESK gives office 
personnel good view of the warehouse. 
Botsford salesman Bud Schmuck 
(right) gets some sales ideas from 
Jim Cunningham (left), a manufac- 
turer’s salesman. 





to sell neat, new houses to cus- 
tomers.” 

In this Botsford yard, the lum- 
ber is all lathed for moisture con- 
trol and for neatness. Bad boards 
are put in grade where they be- 
long and crooked two-by-fours 


are sawed into shorter, straight 7 


As a result of this policy, 
sell 


lengths. 
the customers 


ing the yardmen a lot of work. 


This system is also set up to com- | 


bat the “sorters”, those customers 


who sort through the piles to be [ 


sure they have the best piece of 
lumber in the place. By placing 
the best lumber in one pile, these 
customers don’t disrupt the lum- 
ber piles. 

To maintain these price and 
grade tags, even when prices are 
changing fast, Anderson recom- 
mends dealers use water paint for 
lettering the tags. 

The building-material pricing 
policy has been carried out in the 
sales room as well. Here mer- 
chandise is displayed on counters, 
which Anderson found are more 
effective than wall displays. 

Anderson says he sells 10 times 
as much sandpaper as he used to 
by displaying it in a rack on 4 
counter. In fact, he has had to 
add two finer grades of sandpaper 
to his stock. He has also added 
garnet paper, a harder, longer- 
lasting paper which many cus 
tomers had never heard of, but 
which now outsells sandpaper. 

Anderson has a tip for dealers 
who have been bothered by cus- 
tomers who leave finger prints on 
tools, causing them to rust. Just 
wipe your tools with a penetrating 
finish for plywood. This seems 


to do the job of protecting the 


finish. 
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he was at it, he might as well add 
picture refinishing to the company’s 
services, too. 


WALTER P. PRO- Walter P. Frobos, a master in 
BOS puts the fin- the fine art of refinishing and fram- 
ishing touches on _— jing pictures, came to the company 
A aa a from Alabama to take over that 


division of the business. Produc- 

tion of custom-made frames got 

ae es under way at once. Sales, mostly 

te finishing local at first, spread rapidly so that 

rames and paint- : 

ings is profitable now frames are shipped regularly 
sideline for this to customers in 24 states. 

Georgia firm. The firm is now working on one 
of the biggest picture restoration 
jobs in the country—the overhaul- 
ing of 98 portraits which hang in 
the Georgia capitol in Atlanta. 
Most of these paintings are 5’ by 8’ 
or 8’ by 10’ in size and range in 
value from several hundred to 


46 99 $75,000 each. The Athens firm bid 

Lumber Company Goes ‘Arty socially ter tiie jah agetaan 
15 companies which specialize in 

art work. The job will be completed 


For four years the Athens (Ga.) J. P. Bondurant, owner of the in 18 months at a cost of $42,000 
Lumber Co. has done a booming company, combined art with lumber to $45,000. 
business in custom-made picture in 1948 at the suggestion of Lamar The biggest obstacle in bidding 
frames and refinishing paintings. Dodd, head of the University of for refinishing jobs, according to 
Its experience has proved that art Georgia’s art department. Frobos, is the “lumber company” 
and lumber can be peddled under Dodd convinced Bondurant that name, which the firm has been 
the same roof. Orders have come custom-made picture frames would asked to change to “something more 
from two dozen states. be a good business and that while refined.” 


















GOOD PASTURE, 
WISELY-FENCED, 
GIVES TWICE AS MANY 
DAYS OF GRAZING. 


You Can Boost iene Sales 
BY SHOWING FARMERS 
How to Double Pasture Profits 


Get extra fence sales easily by showing farmers that added fencing 
can double carrying capacity of pastures. Dividing pasture-land into 
smaller units permits controlled grazing—cuts feed costs, and improves 
land use. Selling Continental fence is easy . .. just talk pasture- 
planning—and show farmers this dependable fence. 
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STEEL CORPORATION 


GENERAL OFFICES © KOKOMO, INDIANA 


Farm Fence, Posts, Steel Roofing and Nails, Staples, Lawn 
PRODUCERS OF — Gates, Barb Wire Siding, and Fittings Fence, Wire Products 
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Here, for the first 
time in the history of the lumber 
industry, is an advertising pro- 
gram that is custom-tailored for 
you—doesn’t demand any of your 
time and is practically guaranteed 
to bring results. This program 
is now being used successfully by 
1,347 lumber dealers like yourself 
from coast to coast. . . HOME 
Maintenance & Improvement 
magazine. 


HOME Maintenance & Improve- 





ment is a big 68 page how-to-do-it 
magazine that we mail four times 
a year to a mailing list of your 
customers and prospective cus- 
tomers. It is packed with ideas on 
how to build, remodel, and repair 
—ideas that bring the reader or 
his neighbor right into your store 
to buy the products HOME mag- 
azine tells about. This is not just 
nickel and dime business, but big 
business like “house jobs,” com- 
plete materials for recreation 
rooms, garages, porches as well 
as big new sales in hardware, 
tools, paints; in fact, HOME sells 
everything you carry. See a copy 


and see what we mean—mail the 
coupon today. 


The readers come to you because 
you send him the magazine. Your 
name is on the cover and there is 
a full page ad devoted to you in- 
side the magazine. The editorial 
articles and yes, even the adver- 
tising tells the reader to come ia 
to see you. HOME is the only 
publication in the lumber industry 
written solely for you, the lumber 
dealer, to sell 2// the products you 
carry. Write for your copy today! 


The only cost to you is a service 
charge of 44c per year which ‘s 
















ill make 1953 your 
1G PROFIT YEAR | 
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ssthan lca wk. per every name MAIL COUPON [gey oy.) 4 FOR )Aoltl a 


bu Wish us to serve. This charge 

d on the cost of imprinting FREE COPY fe} 3 “HOME 7 

vers of HOME with your 

»y trademark, address and 
lephone number; the cost of 
aking address plates for your 
ailing list, the complete han- 
ing of your list and it even in- 
udes our paying the postage. 





I am interested in the possibilities of. your HOME Maintenance & Improve- 
ment magazine to build my sales and profits for 1953. Without obligation, 
please send me a copy of “HOME” and more details as soon as possible. 


Our Customer-Prospect list is approximately: (Please check closest figure) 
Less than 500 [) 500[(J 1,000 (J 5,000 [j 10,000 () Over 10,000 [J 


art the New Year right—right 
bw. Mail the coupon today 
r your FREE copy of HOME 
d complete details on how 
bu can make 1953 your big 
ar for new sales and profits. 


sale 151s OSs Rae ate niewialereieraters MGRU Gs: snie.osjeveislonicnwuiespieawase 
HOME” Magazine, Dept. C-1 
139 N. Clark Street, Chicago 2, Illinois 





HERE IS THE NEAT YARD where Joe Bonfield’s employes put to work the sug- 
Wood is used attractively in 


gestions he incorporated in his training manual. 


the store exterior. 





\ 


Dis 


SMILING PERSONNEL of the Bonfield Lumber and Supply organization, left 


to right: Mrs. 


Pauline Cothran, bookkeeper; 


Joe M. Bonfield, owner; 


O.. 5. 


Harton, yard manager; Gene Granath, salesman; Hiawatha Bonner, truck driver, 
and Jack Hubbard, sales manager. 


A Training Manual for Employes 


Joe Bonfield, a New Mexico dealer, wrote his 
own. It’s so interesting and down-to-earth that you will 
want to read it, too! Here are highlights from the 


manual. 


PREFACE 


This booklet is intended for the 
employes. 

But in a larger sense, you are 
not employes. Inasmuch as we 
practice the profit sharing plan, 
you are partners. 

This, then, is your business.. . 
Bonfield Lumber & Supply. 

These are the policies by which 
this business strives to operate. 

Each of you can profit by spend- 
ing a little time carefully reading 
these few pages. A considerable 
amount of time, analytical 
thought, observation and intense 
effort has been spent in preparing 
them. 
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If each of you conscientiously 
tries to follow these suggestions, 
we will have a soundly-operated, 
efficiently-run organization, one of 
which we can all be justly proud. 

And we will have a successful 
business in whose success we can 
all share! 


SALESMANSHIP 


Can make or break our business! 

How do you rate? 
ways: 

Greet customers courteously and 
cheerfully? 

Act alert and enthusiastic about 
our merchandise? 

Ask the customer’s name and 


Do you al- 


use it as you talk to him and as he 
leaves? 

Suggest other products and sup- 
plies he might need? 

Offer to assist the customer in 
making estimates, getting work- 
men, or whatever he may desire? 

Thank the customer and ask him 
to come again—whether you’ve 
made a sale or not? 

Keep the objective of sales in 
mind wherever you go? 

Tell the truth about our mer- 
chandise? 

Keep a card file of all prospects, 
and consult it frequently? 


Making Estimates 


1. Are you sure that both you 
and the customer have the same 
clear idea about the job on which 
you are making an estimate? 

2. Do you go over the comple’ ed 
estimate carefully with the cis- 
tomer? 

3. If the estimate results in a 
sale, do you make sure the cis 
tomer knows which material is 
marked for specific use? 

(continued on page 47) 
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Training Manual for Employes (Continued! 


Do you demonstrate on the job 
where possible? 

1. Do you check the estimate 
with the carpenter and get his ap- 
proval or concurrence if at all 
possible? 

Remember, his cooperation can 
prevent the actual cost of the job 
running over the estimate. 

5. Finally, do you exercise every 
precaution to prevent the material 
costs exceeding your estimate? 


FHA Loans 

Do you always keep the FHA 
Title 1 Loan in mind when talk- 
ing with customers about any job? 
Many people are not familiar with 
this loan and do not realize its 
possibilities. It’s up to you to in- 
form them when you think this 
type of loan will be both to their 
and to our advantage. 

If you do sell a customer on the 
idea of a Title 1 Loan, do you 
make sure that we sell him all the 
merchandise that comes under our 
category ? 


OPERATIONS 





Write Everything Down 

. notebook is placed on the main 
counter for this purpose. Every- 
thing of consequence to the busi- 
ness is to be noted here, such as: 

!. Called-in orders (with com- 
plete details) 

’. Borrowed materials 

*. Special orders 

!. Reminders and so forth. 
_ Check the book each day, cross- 
Inz out completed items and bring- 
Ing forward and dating uncom- 
pleted entries on a new page. 


Follow Through 

This applies to all of our opera- 
tions, 

Do you call again and again 
until you finally contact a pros- 
pect? 

Do you check the prospect file 
each day and contact those who 
might be ready to buy? 


a. - 
Buitpinc Propucts MERCHANDISER 





Do you offer to get labor esti- 
mates—several, if the first is too 
high? 

Do you show customers our mer- 
chandise? Maybe someone else is 
quoting a lower price, but on in- 
ferior merchandise. 

Do you make every attempt to 
get special material for customers, 
always sending them copies of any 
letters you may write? ~ 

Do you always remember the Know Details of All Deals 
old adage, “If at first you don’t Keep yourself informed about 
succeed, try, try again?” all business transacted by the 














Are your builders interested in a 
new-design, ready-to-install pocket 
unit and wardrobe header that saves 
them time and money on the job? 
You bet they are, for the proof is 
that new MODERN GLIDE units 
have won instant acceptance wher- 
ever they’ve been introduced! 





Just nail them in — no special car- 
pentry needed. Plaster or wall board 
can be affixed immediately. No time 





lost by building pockets up on the site. . 

Builders can concentrate on more im- New Sliding Door Wardrobe with 

portant spots of construction. Overhead Storage Space 

a oe ee ee — the 

ooming emodeling market, e new 

MODERN GLIDE unit is very popular PACKAGED 

with homeowners, too. It features KNOCKED DOWN! 

overhead storage space! - 

They covet this extra wall space and 

increased floor and cubic footage now e Less Inventory 

offered by MODERN Giipe. ney e Less Freight 

save money, too, for I) 

GLIDE’S new wardrobe unit (complete e Ease of Assembly 

with sliding doors top and bottom) 

and its ‘‘In-The-Wall”’ Rolling Doors Modern Glide units can be 

and By-Passing Dcors save material sent right to the job site in 

and labor—and these units will carry the package—or from the shelf 

any type of door. to job in package. Packaging 
i ss . knocked down means easy 

Don’t pass up this profit opportunity! handling, more shelf space, 

Be the MODERN GLIDE dealer for reduced costs! 

your builders today! 








ealateaiata aati ataaaaiiiai iii. 








Modern i I 
Glide 1 Please send, without obligation, the ‘Modern Glide" 1 
agile ate i = and complete information about Modern Glide - 4 
units. 
made for per- : ; 
fect instal- : wo ' 
lation and 1 CORO ROOTED , 
operation— t , 
will give a . EE sieve ewamaise Haniececankueeaee Meno a OR ER : 
lifetime of t : , 
owner Satis- BR: Weer coucseroenones BONN = Sse sk cskndandes , 
faction. ; C Dealer C Builder : 
(Check One) | 
1 
DEALERS WANTED — MODERN GLIDE SLIDING DOOR FRAME COMPANY - 
Fite ot THIS. COUTOm. 11690 Cloverdale Ave., Detroit 4, Mich. : 
MAIL IT TODAY! ' 


see eee eee eee eee eo 
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“tow we mal 
our Garages 
lighter and private’ 


- 








says a typical builder 


“We know we're making a satisfied 
customer when we put in a panel of 
Insulux Glass Block®. We know the 
garage will be lighter and more private 
... that outsiders can never tell what’s 
stored inside.” 


With glass block there’s no upkeep 
—no reputtying or repainting. Panels 
can be hosed down to clean—there’s 
nothing to rust or rot. If garages are 
below house level, glass block panels 
are a natural. They’re weatherproof, 
waterproof, and impervious to 
weather of all kinds. 


Supplies of Insulux Glass Block 
and all of the installation materials 
needed are noncritical and immedi- 
ately available in quantity. 

Send for the details and be ready 
when customers ask about this use of 
glass block. Write: Insulux Glass 
Block Div., Kimble Glass Company, 
Dept. AL-12, Box 1035, Toledo 1, O. 


KIMBLE GLASS 
COMPANY 


Subsidiary of Owens-Illinois Glass Company 
Toledo 1, Ohio 
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Training Manual for Employes 


yard. You never know when you 
will be called on to complete or 
check a deal which someone else 
has started. 

Never get caught in the posi- 
tion of having to say, “I don’t 
know. You’ll have to wait until 
Mr. So-and-so gets here to help 
you.” 


Standards of Conduct 


Are you careful to avoid short- 
footing, or short-weighting and 
over-charging? 

Do you always call attention to 
mistakes the wholesaler has made 
in our favor, just as quickly as you 
call his attention to mistakes made 
in his favor? 

Do you correct honest mistakes 
on customer’s invoices? 

Only the highest standards of 
honesty and ethics is acceptable 
in these matters. 


Truck, Deliveries and Driver 


1. Always sign out the truck, 
noting time out and mileage, 
where going, time in and mileage. 

2. The truck driver is respons- 
ible for servicing the truck. 

3. When not making deliveries, 
the driver can help wait on cus- 
tomers by cutting screen, molding, 
etc., and other odd jobs. 

4. Double-check before the truck 
leaves the yard to be sure that 
everything is on the truck that 
is supposed to go. 

5. Try to save expense and work 
by grouping deliveries and er- 
rands whenever the truck goes 
out. 


Advertising 


All advertising done by Bonfield 
Lumber and Supply is for specific 
purposes. We shall not partici- 
pate in group advertising schemes. 


Organization of Work 


1. Devise a system for getting 
your work done efficiently. 

2. Be neat and orderly in all 
you do. 

3. Check constantly on all bills 
and materials received. Never 
hesitate to call or write concern- 
ing bills that seem excessive or 
materials that are not up to par. 

4. Exercise constant vigilance in 
ordering materials so that we get 
the best possible price. You can 
do this by comparing the posted 
prices on volume items from the 
four or five wholesalers who sup- 


ply us. 
5. Make your telephone calls 
collect where feasible, except 


when attempting to make a sale. 


(Continued) 


6. When sending out an order, 
make a careful check to be sure 
that everything that is supposed 
to go is going. Try to build a rep- 
utation of careful, efficient and ac- 
curate service at all times. 





BOOKKEEPING 


The key to our survival 


Incoming 


1. When material arrives in the 
yard, it should be carefully 
checked against the invoice. 

2. Materials must not lose their 
identity. They must be kept up 
with to the extent that at the end 
of the month, the bookkeeper must 
know whether the merchandise is 
still in stock, or whether it has 
gone out to a customer. 


Outgoing 

1. An invoice must be prepared 
on all material before it leaves the 
yard. 

A. If the material is to be 
loaned, write “loaned” on 
the invoice. 

B. If the price is not known, 
leave it blank and fill in 
later when that informa- 
tion is available. 

2. When you make out an in- 
voice, make it out completely. 

A. Be sure that you have the 
customer’s name _ spelled 
correctly and that you 
have his correct address. 

B. Be sure that you have 
filled in all the blocks at 
the top of the ticket that 
apply to this sale. 

C. Be sure that the invoice 
correctly identifies the ma- 
terial, price and total. 

D. Be sure that the customer 

signs the ticket, either 
when material is ordered 

or when it is delivered. 
3. Keep invoices in numerical 
order on the ticket file at all times. 
4. Date the invoice the day ihe 
actual sales is made, even though 
our daily operations are cut off ‘or 
the purpose of accounting at 3 
p. m. and at 11 a. m. on Saturday. 

(continued on page 52) 
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Flexible! use HAM Min ribbons, Sa, peeys 



















sement below Andersen Casements in a ribbon in hopper position 
above Andersen Gliders with fixed glass as a single vent 





ad 


Andersen LEA/VEW/ window unit! 


VERSATILE—Most versatile utility window you’ve 
ever seen! Choice of awning, hopper or casement sash 
operation. Use Flexivents singly. Combine them in rib- 
bons, stacks, groups, with other windows! Just 9 sizes 


to sell or stock, but hundreds of window effects possible! JUST THINK | 
Ss 


HIGHLY WEATHERTIGHT—Famed Andersen 
quality has been built into every Flexivent Unit. 

















Outswinging 
® awning sash 





LOW IN COST—Simple hardware, simple operation, 
simplicity of design, have kept cost of Andersen Flexi- 
vents low. Sell them for medium and low priced housing. 








WANT MORE INFORMATION? Just contact your 


nearby distributor of Andersen WINDOWALLS... or sash operations 9. evn 


write Andersen Corporation, Bayport, Minnesota. 
from just 
Outswinging 


ANDERSEN HEXVENT WINDOW ‘UNIT one unit! 









































- IS ONE OF THE | —) 
é 
F MANUFACTURED BY (SGnclersere Corporation BAYPORT ¢ MINNESOTA 
if TRADEMARK OF ANDERSEN CORPORATION 


Training Manual for Employes 


Daily Operation 

1. Daily operations are to be 
cut off at 3 p. m. on weekdays and 
11 a. m. on Saturday for account- 
ing purposes. 

2. All cash is then to be counted. 

3. Invoices are to be checked 
for errors. Watch for such things 
as price extension, calculation of 
board feet, correct basic price and 
overall correlation. 

4. All tickets are taken from 
the current day’s file and must be 
accounted for and entered chron- 
ologically in the journal. Voided 


(Continued) 


tickets should be noted. 


5. Make a list of tickets without 
price or extension to be checked 
and entered before the end of the 
month. 


6. Post the accounts receivable 
ledger, making sure that a signed 
copy of the invoice is in the cus- 
tomer’s file; also that you have the 
full name and address of the cus- 
tomer if you are making out a new 
sheet. 

7. File the second (yellow) 
copies in the customer’s file, where 
each customer’s complete set of 











and watch your profits grow. 


Ngee 





You'll be amazed at how fast your profits soar 
if you AIM TO SELL A ROOM. ... instead of 


separate pieces. 
Plywood, Mouldings, Lumber, Doors, Tropic- 


Products which 
may be used in 
complete room of 
PHILIPPINE 
MAHOGANY 


Plywood 

Mouldings 

Lumber 

Doors 

Tropicwall 
Paneling 

Apitong Flooring 





. 

+ 

. 

> 

. 

. 

. 

° 

> 

. 

$ wall Paneling, and Apitong Flooring — all of 
e Philippine Mahogany make one complete 
® luxurious room interior, And there is a choice 
© of several species: White Lauan, Red Tan- 
> guile, Almon. 

e Philippine Mahogany is a low cost economical 
$ Hardwood Plywood that has the luxury look. 
e Upkeep is also economical because once a 
¢ room is paneled in Philippine Mahogany, it 
© needs no re-painting, no re-papering, no ex- 
: pensive remodeling. It will last a lifetime. 


Sell Rooms of Philippine Mahog- 
any and watch your profits grow. 
Mail coupon today. 








MAHOGANY. 








AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Avenue, Chicago 22, Illinois 
Please send special literature on complete ROOMS of PHILIPPINE 
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charge tickets for the curren’ 
month is kept alphabetically. 


Weekly Operations 


Run a trial balance on the cus- 
tomer’s accounts receivable at 
least once each week. Use the fol- 
lowing formula: 

Total of last month’s Accounts 
Receivable 

Current month’s 
sales journal) 

Received on Account (from re- 
ceipt book) 

Total on books as shown by a 
tape on current Accounts Receiv- 
able Ledger. 


sales (from 


Monthly Statements 


1. All monthly statements 
should be in the mail by 10 a. m. 
on the first day of each month. 

2. Do as much work on the 
statements as possible the last few 
days of the month, leaving as lit- 
tle as possible to do on the first. 

3. Check the customer’s file 
against respective pages in the ac- 
counts receivable ledger, being 
sure that everything coincides. 

4. Use this form in making out 
statements: 

“Balance due per enclosed in- 
voices .. . amount.” 

Where a customer owes an old 
balance: 

“Balance due from (month) ... 
amount 

Balance due per enclosed in- 
voices . . . amount 

Total balance due. . . amount.” 

And type this at the bottom of 
each: 

“All accounts are due and pay- 
able on the 10th of month follow- 
ing purchase. Thank you.” 


General Accounting 


In matters of general account- 
ing, we will be governed by the 
advice and counsel of Linder, 
Burk & Stephenson, Certified Pub- 
lic Accountants. 


Collections 


On the 15th of each month, age 
all accounts, classifying them as 
to 30 days, 60 days or 90 days or 
over. 

Then—repeat statements. 

Next—call by phone. 

Third—call in person. 

Finally—file material liens )be- 
fore limit expires to effect full set- 
tlements. 


HOUSEKEEPING 


It’s a job that belongs to exch 
of us. When something needs d0- 
ing, make it your job to get it 
done. Don’t wait for someone else 
to do it! 


co 
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1. Keep plate glass windows 
and doors sparkling. 

2. Keep the salesroom, display 
‘oom and offices free of dust— 
even in the corners and under 
things. 

3. Keep the floors clean and pol- 
ished. 

4, Keep the warehouse neat and 
rderly, with everything organized 
and in its place. 

5. Keep the yard area unclut- 
ered and raked regularly. 

6. See that everything in the 
vard is accessible and properly 
narked. 

7. Keep constantly on the look- 
out for things to do that will make 
our business look neater or that 
will be helpful in making actual 
sales. 

8. Keep the cement, lime and 
plaster stacked stair-step to avoid 
it falling over. 

We have the nicest appearing 
yard in Hobbs. Let’s keep it that 


way. 





ls This You? 


Neat, clean-shave, clean clothes, 
well-poised, troubles left behind 
you, ready to greet the business 
world with a smile? 





Or Do You Look Like This? 


Hair mussed, needing a shave, 
spots on your tie, bleary-eyed, and 
With a grouch against the world? 

IF YOU WERE A CUSTOMER, 
WHICH MAN WOULD GET 
YOUR BUSINESS? 


Buitp1nc Propucts MERCHANDISER 








Make extra sales 
with the bit 


that has all 
these features! 


Just a glance at a Greentege 22 Solid-Center Auger Bit will 
immediately tell you why it sells so easily . . . and stays 


sold to build big volume repeat bit business for you. 


UNIFORM HIGH QUALITY ... the finest of materials and 
manufacture for day-in, day-out dependability. 


PRECISELY MADE with unusual care . . . accurately sized, 
perfect cutting edges . . . twist-ground for sure clearance. 
Means clean, quick action. 


“INDUCTION HEAT-TREATED” to assure uniformity, 
long life. 


“PLASTIC SEALED” with heavy protective coating to 
eliminate costly stock maintenance, prevent rusting, keep 
bits “factory sharp.” 


IN SALES-MAKING NEW SETS... plastic rolls, metal 
boxes, metal holding panels . . . all designed to increase 
*‘set’’ business for you. 




















} 
SOLID-CENTER AUGER BITS 


GREENLEE 





Write today for facts on Greentee Auger Bits. Greenlee Tool Co., 2272 Twelfth St., Rockford, Ill, 
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AMONG THE DEALERS 








MEMPHIS HOO-HOO members and the boys who will use the facilities met 
informally at the opening of the new woodwork shop. 


Memphis ''Boys Town'’ Receives Hoo-Hoo Workshop 


Hoo-Hoo No. 2, Memphis, Tenn., 
has just completed a new $10,000 
woodwork shop for a group of 50 
boys at the Memphis Boys Town. 
It’s a workshop, fully equipped 
with hand and power woodworking 
tools, that is housed in a new fire- 
proof building. Tools were do- 
nated by club members who also 
gave or furnished at cost all the 
materials for the new building. 

Grady Harrison, president of 
Hoo-Hoo at Memphis explained the 
reason for the project this way: 
“It’s just as natural for boys to 
want to build things out of wood 
as it is for girls to play with dolls. 
We want the boys at Boys Town 
to have all the advantages—and 
the thrills—that come from a 


woodworking shop fully supervised 
and properly equipped.” 

The new woodworking shop 
building is of brick construction 
with a concrete floor, and is sepa- 
rate from the main building at 
Boys Town. The workshop is 25 
by 50 feet. The shop itself is 
equipped with all types of motor 
and hand machinery and tools for 
the boys to make just about any- 
thing. The qualified instructor’s 
salary is also paid by Hoo-Hoo. 

Max Pinkerton, manager, North 


Memphis Lumber Co., was the 
chairman of the club’s building 
committee. Serving on the com- 


mittee with Pinkerton was Jerry 
Sumrall, Sumrall Lumber Co., and 
Grady Harrison. 


BMEA Extends Contest Deadline 


The deadline for dealer entries 
in the display contest sponsored by 
the Building Material Exhibitors’ 
Association and twelve state and 
regional associations has been ex- 
tended from Dec. 1 to Dec. 20, 
according to Richard G. Breeden, 
Jr., secretary of the association. 

The judges will meet after 
Christmas in Chicago, to judge the 
entries and award bronze plaques 
and certificates that will be pre- 
sented at 1953 state and regional 
conventions. 

In the competition dealers may 
enter window, floor or counter dis- 
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plays that show skilled use of man- 
ufacturer’s sales helps. The en- 
tries will be judged on the general 
overall effect and imagination. 
Completed entries and an 8 x 10 
glossy photograph should be sent 
directly to Breeden, 530 Echo 
Lane, Glenview, Ill. Entry blanks 
may be obtained from him, state 
association secretaries or sales rep- 
resentatives of manufacturers. 

Participating organizations in- 
clude: Indiana, Wisconsin, Illinois, 
Ohio, Michigan, Northwestern, 
Iowa, Louisiana, Northeastern, 
Middle Atlantic, Texas and Ken- 
tucky. 





Have You Heard? 


Mel Raben, formerly manager of 
the Rapid City Lumber Company, has 
started the Raben Lumber Co., in 
Rapid City. William Cameron & Co., 
Waco, Tex., are building a warehouse 
and office building to house their new 
Fort Worth, Tex., yard. Since 1948, 
this firm has built nine wholesale 
plants and enlarged and remodeled 
three others. Brooks Baughman, a re- 
tail lumberman in Iowa for more than 
25 years, will head the Crestline Lum- 
ber Co., a new lumber firm started at 
Cedar Falls, Ia. 


The Brownstown Lumber Company 
Brownstown, IIl., is putting the finish- 
ing touches on their remodeled office 
and showroom, reports Warren Bayles, 
owner. New windows, display booths 
and shelving has been added. In 
Southern Illinois, the Sparta Lumber 
Co., Sparta, is busy building a new 
office and display room. The new of- 
fice building being built at Henrich 
Lumber Co., Buffalo, N. Y., will put 
all the offices of the company under 
one roof. 


In 1944, I. R. L. Wiles retired from 
the Wiles-Chapman Lumber Co., St. 
Louis. Instead of remaining retired, 
he bought the Nahlick Lumber Co., St. 
Louis, in 1946. A short time later, he 
acquired the Hermann Lumber Com- 
pany, Herman, Mo. Recently he pur- 
chased the controlling stock in two 
firms including: Diekrozer Lumber 
Co., now incorporated as the Wright 
City Lumber Company, Wright City, 
Mo., with W. H. Nahlick, Jr., as presi- 
dent; and the Wentzville Lumber Com- 
pany, Wentzville, Mo. 


Manuel Lombardo, Clare Thiede 
Supply Co., Rockford, Ill., spends his 
spare time showing his german shep- 
herds at dog shows. He has won 
prizes at Peoria, Moline and Chicago, 
Ill., Milwaukee and Detroit. In 1940, 
Clermont DeSelm, manager of J. E. 
DeSelm & Co., Bradley, Ill., was va- 
cationing in Wyoming. He climbed a 
mountain, joining two world, famous 
climbers on a trip up a 13,766 foot 
peak. Since then he has climbed many 
of the western peaks while on vaca- 
tion. 


Members of Cross, Austin & Ive- 
land Lumber Co., Forest Hills, N. Y., 
helped Walter I. Lunt celebrate his 
golden anniversary with the firm, re- 
cently, with a dinner in his honor. 
John W. Beynon, executive vice presi- 
dent of Wilson & Greene Lumber Co., 
Inc., Syracuse, N. Y., celebrated his 
40th anniversary with the company 
recently. Over 600 lumber dealers 
helped Russell Boehm, owner of Lum- 
ber Dealers Supply Co., Libertyville, 
Ill., celebrate the 21st anniversary 0 
the founding of the firm. 


— 





Dealers, this is your column. If you have & 
new manager; if you have a new store or re 
modeled the old one; if you are elected mayor; 
if you stage a home show—write and tel! us 
about it and other current items of interest 
about your organization. Mail them to “Have 
You Heard?” department, American Lumber- 
man, 139 N. Clark Street, Chicago 2, IIl. 
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How many times have you heard 
a home owner say... 


‘What can | do to stop condensation?” 
Many times no doubt. 


\ To help you answer this bothersome 


question Ceco went to work. 


: Write for thie book... digcover 
The result... a comprehensive booklet 10 a “— _ . tio 
ways fo co nsation 


mM showing 10 ways to reduce excessive moisture vapor. 
3 
d, The booklet explains how modern 


t. 
1¢e 


iving conditions increase humidity. 
- 


a. it shows how Ceco products like metal windows 
er 
ht and ventilators reduce condensation 


by circulating air... how rain goods 


keep water out by properly draining roofs. 












p- &- You'll want to pass on this helpful booklet 
on 
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a o your customers... use the 
= ‘andy coupon for your free copies. 
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EVERY KIT is packed with sales-getting material. 


Dealer Associations Back ‘‘Do-It-Yourself’’ Kit 


Progressive lumber and building material 
associations throughout country pledge support for 
new A.L. consumer program. 


Because they believe sincerely 
that the consumer market is 
important profit-wise, American 


Lumberman is_ receiving many 
favorable letters from lumber and 
building material associations. 
Typical of these letters was one 
from W. C. Bell, managing direc- 
tor, Western Retail Lumberman’s 
Assn. : 

“We were very enthusiastic over 
the potential of this type of busi- 
ness. We have used it as a theme 
for many of our discussions in 


Save 
on JOOl 
ome jobs 


DO TT YOURSELF! 


} "ae mam a 














Campaign slogan 

This is the emblem used on all 
the materials in the new Ameri- 
can Lumberman kit. You find it 
on literature, posters, advertising 
mats and stickers. 
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our various local area groups and 
have referred to your new kit in 
our general bulletins. We believe 
that the subject is so vital that 
we would be more than happy to 
have 700 reprints of the announce- 
ment for our dealer mailings. Con- 
gratulations to you on the fore- 
sight in developing this most 
timely promotion kit.” 

Similar letters, as we go to press, 
have been received from Carolina 
Lumber & Building Supply Assn., 
Louisiana Building Material Deal- 
ers Assn., Building Material Mer- 
chants of Ga., Montana Lumber- 
men’s Assn., Mountain States Lum- 
ber Dealers Assn., Illinois Lumber 
& Material Dealers Assn., Okla- 
homa Lumbermen’s Assn. 

Dealers who helped us plan this 
kit tell us it’s one of the biggest 
bargains for solid merchandising 
they have ever seen. The price is 
just $7.00, postpaid. And here’s 
what each kit contains. 

Sales manual. With each kit 
you will receive a sales manual 
that gives you step-by-step plan- 
ning for selling the consumer mar- 
ket. It is also packed with ideas 
for staging open houses, evening 
clinic meetings and other special 
events. 


Consumer literature. 100 fold- 
ers, in two colors, come with each 
kit. The folder is well illustrated 
showing your customers the home 
improvement jobs they can do 
themselves. It’s just right for 
direct mail or as a handout in the 
showroom. Additional quantities 
may be purchased at low cost. 

Direct mail. Three suggested 
letters for dealer use. 


Radio and TV. Twelve spot an- 
nouncements. 

Publicity. Six releases are in- 
cluded in. each kit. 


Newspaper ad mats. Mats are 
not included in the original kit. 
They must be ordered separately. 
Proofs of the 6 ads and 2 slogan 
mats are supplied with the kit. 


Campaign stickers. 300, two- 
color gummed stickers are in each 
kit for use on letters, envelopes. 


Banner. One 19 x 37”, three- 
color banner for window or store 
use is included. 


Poster. One 21 x 34”, three- 
color comes with the kit. Printed 
on weather-resistant material, ths 
sign is for trucks, etc. 

Streamer. Two, 10 x 20”, three- 
color streamers are included for 
use throughout the showroom. 

Orders for kits may be sent 
directly to American Lumberma., 
139 N. Clark St., Chicago 2, Ill. 
Checks or money orders must ac- 
company orders. 
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highly adaptable to any style of architecture. 

















How well do you know Hemlock? Not by 
hearsay ... but by actual use , .. by working 
with it .. . nailing and painting it? 

West Coast Hemlock is entitled to a fair 
evaluation on every single merit of its own, 
for West Coast Hemlock is a different type 
of wood from other Hemlocks. It is one of 
our leading soft woods. There are abundant 
stands of Hemlock. It will long continue to be 
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PROPER ounsnndert 


or HEMLOCK 


@ Weyerhaeuser takes this abundant \ 
“ability”? wood and through scientific 
logging, accurate sawing, controlled kiln- 
seasoning, precision surfacing, proper 
grading, careful handling and shipping, 


produces a wide range of 4-Square West We ye rh a e Uu ~ e r 4 ta S q U a re 


Coast Hemlock lumber products. 





EXPAND YOUR MARKET FOR HEMLOCK...THE ABUNDANT “ABILITY” 


ee 
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Weyerhaeuser 4-Square 





Kitchen cupboards and cabinets of wood are growing in popularity. 


West Coast Hemlock does much to accelerate this trend. 


one of our most available species. Hemlock 
is going to be with us for many generations. 

Properly kiln-dried, and carefully manufac- 
tured by Weyerhaeuser, 4-Square Hemlock 
rates a preferred position on your merchan- 
dising program. It has just about everything 
a customer could want in a soft wood and 
can be used interchangeably with other 
multi-purpose soft wood species. 

Many experienced lumbermen rate West 
Coast Hemlock excellent for framing, sheath- 
ing, siding, finish, moulding, flooring, step- 
ping, cabinet work, paneling, ladder stock, 
food containers, cupboards, food lockers. 

Acquaint your market with West Coast 
Hemlock. Factual literature is available ex- 
plaining the characteristics and uses of this 
abundant “ability”? wood. Write for details. 


LUMBER AND SERVICES 


WEYERHAEUSER SALES CO., ST. PAUL 1, MINN. 
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With the Manufacturers and Wholesalers 





SPRINGFIELD Millwork Co’s new 


Magume Giepiay Whit... «ce eee ws 








Pe 


HOUSES MILLWORK samples under colorful yellow and black canopy, harks 


back to days of traveling sideshow. 


Springfield Sideshow on the Move 


The Springfield Millwork Co., 
Springfield, Mass., has recently been 
touring the New England states 
with a new kind of promotional 
display. It’s a traveling sales-mo- 
bile, a house on wheels with sam- 
ples of the latest in millwork sug- 
gestions. Twenty-one of the firm’s 





products, including windows, stair- 
ways, mantels and corner cabinets 
are featured. 

Encamped at several state fair 
grounds, the sales-mobile unit has 
attracted considerable attention. 
Its main purpose, however, is to 
provide retail lumber dealers with 
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MODERN WAREHOUSE of Southern States Iron Roofing Co. has 20,000 square 
feet of space, is sixteenth of SSIRCO’s southern branches. 


SSIRCO Has New Southern Warehouse 


Southern States Iron Roofing 
Company opened a new 20,000 
square foot branch warehouse in 
Miami on October 8th. 


The opening was celebrated with 
an all-day housewarming party 
which was attended by over 400 
lumber and building supply deal- 
ers, roofing and sheet metal con- 
tractors, metal fabricators, and 
other Miami business men. Buffet 
lunch and refreshments were 
served throughout the day. 


The branch is the company’s 
sixteenth in the South and the 
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fourth in Florida. Other Florida 
branches are in Tampa, Orlando, 
and Jacksonville. 


The Miami branch will carry a 
complete stock of building materi- 
als and metal products, providing 
pick-up service and overnight de- 
livery to dealers and fabricators 
in the Miami-Palm Beach area. 


Emried D. Cole, former branch 
manager for SSIRCO at Hatties- 
burg, Miss., is manager at Miami. 
Associated with the company for 
over 15 years, Cole is well versed 
in the building material and met- 


sales help, especially those who 
have no millwork displays of their 
own. It is also of interest to arch- 
itects, home builders and remod- 
eling prospects. 


At the recent Eastern States 
Exposition in Springfield the unit 
attracted some 400,000 people in an 
8-day exhibition. 
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OPEN HOUSE brings orders as well as 
refreshments. 


als fields. Norman R. Catcheart 
and Larry Stokes are sales repre- 
sentatives. 

A highlight of the housewarming 
celebration was an unusual alu- 
minum welding and finishing clin- 
ic put on with the cooperation of 
the Reynolds Metals Company and 
Linde Air Products Company. 

A number of SSIRCO executives 
were in Miami for the celebration. 
They were Lee Bartholomew, vice 
president; Marvin Arnsdorff, aid- 
vertising manager; E. L. Stepheiis 
and J. E. Petris, products maii- 
agers; and Elmer Johnson, credit 
manager, from Savannah; and Leo 
D. Sheridan, district sales man- 
ager, from Atlanta. 
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Cc. i , 
a & Sons Hinge Mfg. Co. + St. Louis, Mo 
led 1849—Every Hager Hinge Swings on 100 Years of nine 
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THE LUMBER MARKET 


Forest Management 
Lagging in Canada 


Forestry experts are expressing 
concern that reforestation and 
growth of trees in Canada is not 
keeping pace with timber cuts and 
losses by natural causes such as 
fire and insects. 


The observations were made at 
a symposium in Quebec City, on 
the conservation of renewable nat- 
ural resources sponsored jointly by 
Laval University and the 20th an- 
nual meeting of the Association 
Canadienne-Fran¢aise pour |’Avan- 
cement des Sciences, a French- 
Canadian group of scientists. 


Omer Lussier, a professor at 
Laval, cited figures gathered by 
the United Nations showing Can- 
ada’s forests were not replenishing 
as fast as they were depreciated. 
He said Sweden and Finland, with 
climate conditions comparable to 
Canada’s, showed annual increases 
of standing timber of more than 
1,500,000 cunits, while the Cana- 
dian annual deficit was 2,377,000 
cunits. A cunit is 100 cubic feet 
of timber. 


Canada, with 30,623,000 cunits 
of standing timber has roughly as 
much as Sweden and Finland com- 
bined, while its annual cut of 24,- 
465,000 cunits is about 3,000 less. 
Losses by natural causes, however, 
stood at more than 8,500,000 cunits 
yearly in Canada, about nine times 
the total loss of Sweden and Fin- 
land. 


Lussier blamed bad forestry 
management and said one quarter 
the forest areas now near trans- 
portation routes could, if properly 
managed, produce enough timber 
for Canadian industry and domes- 
tic needs. 


He said the cost would not be 
prohibitive, but many factors pre- 
vented such a program. Among 
them were the lack of properly- 
trained government specialists, es- 
pecially in the fight against tree 
disease; the present Crown lands 
system whereby holders of timber 
rights are not held to reforestation 
of cut areas; and insufficient re- 
search on tree diseases and for- 
estry management. 
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handling practices. 








Photo US Forest Service 
PACKAGE HANDLING of lumber by machines that can pile, unpile, and 
transport lumber, such as the forklift shown, has generally lowered the cost 
of handling lumber, but has also brought about major changes in storage and 





New Rates for 
Checking Southern Pine 


A change in the rates for claim 
and certificate inspections has been 
announced by Southern Pine In- 
spection Bureau, effective Dec. 1. 
While the rates per thousand feet 
of lumber will remain the same, 
the minimum charge per day will 
be increased from $25.00 to $30.00. 
For claim inspections, the rate is 
also being increased from $25.00 
to $30.00 a day. 

In making the announcement, 


A. S. Boisfontaine, secretary- 
manager, said, “our charges for 
claim and certificate inspection 


have been based on the approxi- 
mate cost of rendering the service. 
In recent years, however, our rev- 
enue from this source has been less 
than the actual cost incurred.” 


Market Declining 
at Seattle 


Three factors dominate the fil 
market here. They are the weakel 
ing of demand for transits 1 
which even good loadings may be 
passed by, the stabilization of 
prices by the mills and third, the 
fact that buyers are holding off. 

With green fir dimension off $2 
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One of the largest community apartment projects... 


14,000 Truscon Series 138 Double-Hung Steel Windows 
3,000 Truscon Basement Steel Windows 
500 Truscon Residential Steel Casements 
in the Philadelphia Lynnewood Gardens Apartments! 


129 buildings over 126 acres... 1798 separate 
apartments ... cost approximately $20,000,000 
... these are the tremendous figures in the 
record-breaking F.H.A. Lynnewood Gardens 
Apartments job just completed! 


Philadelphia builders Monty H. Tyson, A. P. Orleans, 
and A. H. Weiss chose Truscon Steel Windows 

for this great project because of their proved beauty 
with economy. When all the installation 

savings are figured, Truscon Steel Windows 

are attractive in first cost. And they are 
increasingly economical as each year passes 
without the constant problem 
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of maintenance, adjustment and repair. 


In addition to this outstanding 

Philadelphia project, Truscon Series 138 
Double-Hung Steel Windows have 

been used on more than 500 large residential 


proxi- 
syvice. 
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n less 





‘ projects in all parts of the country. 
| 

Write for complete details on i 
the entire line of Truscon 
Steel Windows for every purpose; " 
and for detailed literature 

he fir on the entire line of 

enken- Truscon Steel Building Products. 
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ee TRUSCON® STEEL DIVISION MARK OF MERIT 

d, the REPUBLIC STEEL CORPORATION ‘wage 

«3 1058 ALBERT STREET © YOUNGSTOWN 1, OHIO 
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to $3 and boards weaker as com- 
pared to a fortnight ago it is 
doubtful the mills can hold prices 
long in a declining market. No. 3 
green dimension is particularly 
weak. 


Another increasingly important 
development is the dumping of 
lumber on the Atlantic Coast, much 
of which is unloaded in New Jer- 
sey because Brooklyn has no room. 
The West Coast Lumbermen’s As- 
sociation report of Nov. 8 shows 
41 million feet moved to the At- 
lantic Coast. 


The two previous reports showed 
24 million feet moved eastward on 
ships. The 41 million feet figure 
was 33% of lumber movement, a 
very high percentage. There is 
still 146 million feet to go at high 
charter rates. Mill inventories aré 
high.” There is hardly any export 
business. 


Dry hemlock dimension in speci- 
fied lengths is around $5 weaker. 
California continues to be the most 
active market for shingles. Shin- 
gles move slowly and No. 1 and 2 
are a little weaker. Cedar siding 
is steady with more mills seeking 
business. Pines have firmed and 
air dried stocks are being cleaned 
up. Supply of sugar pine is spotty. 
Green 2 inch spruce has dropped 
and some dry items are weaker 
though supplies are not large. 


Inventory of logs is good. Co- 
lumbia river with 619 million feet 
Nov. Ist, lost 35 million for the 
month but a year ago had only 468 
million. Puget Sound supplies are 
up 30 million to 550 million feet, 
where a year ago the total was 480 
million feet. 


Fire Danger 
Ended at Tacoma 


The forest fire threat that has 
hung over western Washington al- 
most constantly for the last two 
months has been virtually elimi- 
nated by a week of intermittent 
rain. In most areas, the rain has 
been sufficiently heavy to give the 
tinder dry forests a thorough sat- 
uration. The relief came none too 
soon, for the potential forest fire 
threat this year has been the most 
severe for many seasons. 


State forestry officials said that 
during the 24 hours that imme- 
diately preceded the beginning of 
the rain, more acreage was burned 
than during the entire remainder 
of the 1952 fire season. However 
much of the damage was to young 
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rather than mature timber, so the 
effect upon lumber production will 
not be immediate. State officials 
estimate that in some areas the 
reforestation program has been set 
back for as much as 25 years. 


Lumber shipments from here, 
both by rail and by water, are 
continuing about as usual. One of 
the larger of the water borne was 
a 1,500,000-foot cargo that the 
Palmetto State loaded here during 
the week for east coast ports. The 
shipment was collected here from 
several Puget Sound mills. 


Another arrival was the Japa- 
nese steamer Kyokku Maru, which 
loaded cottonwood and fir logs and 
piling for the Orient. Reversing 
the usual procedure, the Martin 
Bakke discharged a cargo of Jap- 
anese plywood and hardwood and 
then loaded a cargo of logs for 
Japan. 


Hardwoods Strong 
at Kansas City 


The feature of the southwestern 
lumber market in recent weeks is 
the strength manifest in hard- 
woods, particularly the gum stock. 
It wasn’t too many months ago 
that mills couldn’t “give” this lum- 
ber away. Prices were pitifully 
weak and demand was non-existent. 
Today, the picture has changed, as 
box and furniture factories are 
placing liberal orders. 


Normally, the amount of busi- 
ness placed with the mills would 
not have created much of a ripple, 
but owing to the fact that mills 
had virtually quit cutting gum 
when the market took a tumble 
there is little stock around to fill 
immediate orders. Consequently 
the stepped up demand for hard- 
woods finds mills scrambling for 
supplies. No. 1 btr gum, fas, is 
up to $105 a thousand, and No. 1 
common is bringing $85 without 
trouble. Also, No. 2 common is 
selling as high as $45 a thousand 
while back in the summer the price 
was in the low $30’s. 


Mills also find little stock avail- 
able in better grades of boards, 
with prices holding at the ceilings 
for No. 1 grades at $90 to $93 a 
thousand. On dimensions, 2 by 4’s 
command $80 to $85 and the 2 by 
6’s at $85 to $87. 

The Federal Reserve Bank of 
Kansas City reports that sales of 
173 line yards in seven states in 
the district in September were 
28% larger than a year ago, and 


for the first nine months of the 
year the gain was 1%. Inventories 
of the same yards at the start of 
October were 10% less than a 
year ago. 


Nationally 


Lumber shipments of 465 mills 
reporting to the National Lumber 
Trade Barometer were 3.2% below 
production for the week ending No- 
vember 8, 1952. In the same week 
new orders of these mills were 
6.2% below production. Unfilled 
orders of the reporting mills 
amounted to 35% of stocks. For 
the reporting softwood mills, un- 
filled orders were equivalent to 19 
days’ production at the current 
rate, and gross stocks were equiva- 
lent to 52 days’ production. 

For the year-to-date, shipments 
of reporting identical mills were 
3.6% above production; orders 
were 1.7% above production. 

Compared to the average corre- 
sponding week of 1935-1939, pro- 
duction of reporting mills was 
61.6% above; shipments were 
74.7% above; new orders were 
69.1% above. Compared to the 
corresponding week in 1951, pro- 
duction of reporting mills was 
2.0% above; shipments were 0.7% 
above; and new orders were 4.0% 
above. 


Southern Pine 


Shipments of Southern Pine by 
the 124 mills reporting to the 
Southern Pine Association for the 
week ending Nov. 8, totalled 17,628,- 
000 feet, 8.54% below production. 
Orders for the week ran to 17,062,- 
000 feet, 14.48% below the three 
year average. Unfilled orders to- 
talled 51,303,000 feet, 3.388% be- 
low the three year average. 


Western Pine 


Production of Western Pine and 
Associated Woods by the 99 mills 
reporting to the Western Pine 
Association for the week ending 
Nov. 8, 1952, totalled 67,187,000 
feet. This compares to 66,038,000 
feet a year ago. Shipments for the 
week ran to 61,112,000 feet, 9% 
below production. For the same 
week a year ago shipments were 
66,837,000 feet. Orders for the 
week were 56,502,000 feet, as com- 
pared to 62,081,000 feet a year ago. 
Unfilled orders at the week’s end 
totalled 159,166,000 feet. 
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EASIEST WINDOW to Install 
BUILDERS & CONTRACTORS 


No parts to lose! No hardware 
to assemble and fit into the window! Easy 
to handle...easy to store...easy to 
install! AUTO-LOK windows are delivered 
to the job completely assembled ... ready 
to be placed in the window opening! 


AVAILABLE TO DEALERS 
FROM COMPLETE 
} JOBBER STOCKS... 


Ludman Corporation is now establishing qual- 
ified jobbers everywhere ...one of these 
jobbers will make AUTO-LOK available in 
your area. If your jobber does not now have 
AUTO-LOK, please write for the name of 
nearest jobber who does handle AUTO-LOK. 


BIG NATIONAL 
ADVERTISING CAMPAIGN 
plus HARD SELLING DEALER 
HELPS & PROMOTION 


All builders; contractors and 
architects in America see the AUTO-LOK 
story in their magazines. Direct Mail to go 
to your customers is ready for you NOW! 
A Local Newspaper Advertising Mat Service 
is ready for you NOW! Job Signs and 
Counter Cards are ready for you NOW! 





PUT THIS ScWon Sz 
DEMONSTRATOR O 
YOUR SALES FLOOR 


And watch your window 
iles curve zoom! Write today for full 

information on how to get on the 

AUTO-LOK profits band wagon. 
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YOUR CUSTOMERS WANT THIS 
WINDOW 


Your sales force needs this window! And, you 
will MAKE MORE PROFITS with this window! 


BECAUSE IT’S THE WINDOW WOMEN WANT MOST! 


PE 





The “eye appeal” of a home com- 
| +: pletely furnished with AUTO-LOK 
windows is a big “buy appeal” 
today! Your builders will be quick 
to recognize the sales advantage 
of installing AUTO-LOK. In fact, ~ 


BOX 4541, DEPT 
MIAMI, FLORIDA 


GENTLEMEN: 






DORR iceccccccseccsess 
Company .......sceeee 
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IN WINDOW ENGI 






WINDOW FOR EVERY CLIMATE 


why should they install windows 
and only window specifically engi- 
LUDMAN CORPORATION. 

~ AL-12A 


1 am interested in Ludman AUTO-LOK Wood Wiridows, please send 
literature and name of nearest Ludman AUTO-LOK jobber. 




















AUTOMATIC LOCKING 
PATENTED 


with disadvantages, when...through | 
you... they can choose the first 


neered’ and built to combine the 
best features of all window types! 
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Lumber Prices at Press-time 


The following index is intended merely as a check on bu aries practices. It is 


a compilation and average of mill prices at press time an 


should not be con- 


sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 


mately ten days before receipt of the magazine. 


Bold face listings denote 


market price changes since the last issue—the Editors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. Cc D 
BG swivicvceces 155.00 150.00 105.00 
Flat Grain render 
weer -130.00 125.00 93.00 
a 155.00 150.00 105.00 
Drop Siding 
1x6 (Pat. #106).150.00 145.00 110.00 
1x6 (Pat. #116).155.00 145.00 105.00 
Celling 
Se @reseouveag 125.00 123.00 80.00 
Be .éacdaucees 115-125 120.00 80.00 
Boards and Shiplap and 2” (Green) 
1x6 1x8 1x10 1x12 
. SS Zee = 65.00 67.00 67.00 75.00 
ee ee 58.00 59,00 59,00 68.00 
De, © wsenes 51.00 53.00 51.00 60.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 75.50 75.50 76.50 76.50 76.50 
2x 6 73.50 73.50 73.50 76.50 74.50 
2x 8 F150 71.50 71.50 73.50 73.50 
2x10 73.50 74.50 73.50 73.50 [73.50 
2x12 73.50 71.50 71.50 73.50 73.50 
No. 2 Dimension 
2x 4 65.50 65.50 68.50 67.50 67.50 
2x 6 66.50 63.50 67.50 65.50 69.50 
2x 8 6650 66.50 66.50 66.50 65.50 
2x10 66.50 66.50 66.50 66.50 66.50 
2x12 66.50 66.50 66.50 66.50 66.50 
No. 3 Dimension R/L Only 
MT de Vbwnacdee tices ose wee meaile 48.00 
ME. Glace alee ered ae sw dee ae Waele 46.00 
ER Sr rer eer eee 43.00 
RU oy cacy dian. d wee iden Mee wo Oia 38.00 
DE Gade ciek kee Mee eicekaaes 35.00 


(Add 10-15 dollars for dry lumber.) 





RED CEDAR SHINGLES 


Royals 
No. 1 24” 4/2 13.50 
No. 2 24” 4/2 8.00 
No. 3 24” 4/2 5.00 
Perfections 
No. 1 18” 5/2% 10.50-10.75 
No. 2 18” 5/2144 5.00 
No. 3 18” 5/2% 4.25 
xXxXxXxxX 
No. 1 16” 5/2 8.75 
No. 2 16” 5/2 5.00 
No. 3 16” 5/2 4.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 16’ are: 


Beveled Siding, % Inch 


Clear we ed — 
SOG TROD oc cces 80.00 75.00 60.00 
2x6 Inch ....<- 85.00 80.00 60.00 
TBO REM cecces 105.00 100.00 85.00 
Teme TREE .ccess 135.00 130.00 90.00 
Clear Bungalow Siding, % Inch 
S IER ccccces -170.00 165.00 125.00 
10 inch ........190.00 185.00 145.00 
ES WOR cesecece 195.00 190.00 150.00 
Finish B and Btr, 82 or 4S, 
6’ to 10’ or Rough 
: 2 Ba ee re 240.00 
MD ‘eediseed eoervacieneses cowes 240.00 
DE: nesseduceuaniansweewemeaue 250.00 
Ceiling or'Flooring, B and Btr, 9-16’ 
B&Btr. Cc D 
2 Ceensqetenes 105.00 100.00 90.00 
name ene eae 120.00 115.00 95.00 


| on mouldings 620’ -20’ odd 
lengths. 
Series 8,000 

Listing under 4.00—list plus 35 per 


cent. 
Listing 4.00 and over—list plus 35 
per cent. 
Clear Lattice, 5-16”, 
100 Lin, Ft. 


6-16’ 


ST cchsnthecusbuisavsnennisiel 1.50 
EF Gce4 pauvestecvennsasneual 1.76 
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WESTERN PINES 


Ponderosa Pine 
6/4 RW 


and 
S2 or 48 4/4RW 6/4RW 8/4 RW 
C&Btr RL ...250.00 255.00 265.00 


et S2s No. 1 No. 2 


Selects 


1x 8 RL .....-.118.00 
SSS TE ve00ee< 


Idaho White Pine 
Selects S2 or 48 


1x4 1x6 1x8 1x10 
ae. RL 270.00 271.00 271.00 278.00 
} : eee 239.00 239.00 239.00 250.00 

fr S2 or 48 No.1 No. 2 No. 3 
ft Fee 157.00 146.00 118.00 
Be waaean omnes 188.00 151.00 118.00 


Sugar Pine 
Selects 
4/4 RW s/s RW a/$ ps 
. -270.00 280.00 285.0 
De Semana 265.00 275.00 280. 00 
2. 235.00 245.00 245.00 
No. 1 No. 2 No. 3 
5 K+benonevn -157.00. 1325.00 85.00 
rere 157.00 125.00 85.00 





OAK FLOORING 


Clear Plm 3§x2% #4x1% %x2 
White ..180.00 155.00 177.00 
Red ....185.00 160.00 177.00 

Sel. Plain 
White ..160.00 
Red ....168.00 

#1 Com. 

Pin White 
& Red ..145.00 


%x1h% 
162.00 
162.00 


135.00 
140.00 


167.00 
167.00 


152.00 
152.00 


115.00 125.00 115.00 

#2 Com. 
Pin White 
& Red... 

#1 Com. 
& Btr 
Shorts, 
(ae 


80.00 55.00 82.00 77.00 


100.00 75.00 97.00 97.00 





SOUTHERN PINE 


Vertical Grain Flooring 
Bé&Btr. 
BBE. cccccvcvccscek eee 
Flat Grain Flooring 
MEP stecceeueeen 160.00 


Cc 
165.00 


150.00 
180.00 
Drop Siding 
1x6 (Pat. #106).170.00 
1x6 (Pat. #116)°170.00 
Boards & Shiplap 
1x6 1x8 
No. 1 ...100.00 105.00 
No. 2 ... 75.00 77.00 
No. 3 ... 60.00 65.00 


No, 1 Dimension 


160.00 
160.00 


1x10 


14’ 16’ 18’ 0’ 
2x 4 91.00 92.00 94.00 104.00 
2x 6 87.00 87.00 88.00 98.00 
2x 8 90.00 90.00 92.00 98.00 100.00 
2x10 100.00 101.00 101.00 109.00 112.00 
2x12 106.00 106.00 106.00 117.00 122.00 


No, 2 mt 


2x 4 4.00 85.00 87.00 97.00 97.00 
2x 6 80.00 81.00 82.00 91.00 93.00 
2x 8 80.00 81.00 82.00 91.00 93.00 
2x10 84.00 85.00 85.00 91.00 93.00 
2x12 84.00 85.00 85.00 91.00 93.00 


2x 4 61.00 .... 
2x 6 60.00 .. 
2x 8 59.00 

2x10 59.00 

2x12 69.00 





q 
REDWOOD : 
Bevel Siding 

%x 4 V.G. Clear All Heart....... 90.00 
%x 6 V.G. Clear All Heart.......117.00 
%x 8 V.G. Clear All Heart....... 138.00 
5x 6 V.G. Clear All Heart....... 117.00 
ez 8 V.G. Clear All Heart...... - 144,00 
x10 V.G. Clear All Heart....... 163.00 
= 6 V.G. Clear All Heart....... 154.00 
x 8 V.G. Clear All Heart....... 184.00 
x10 V.G. Clear All Heart....... 207.00 
x12 V.G. Clear All Heart....... 211.00 


Note: A grade V.G. Redwood Siding 
approx. $4.00 less for % and % in 
above sizes. $5.00 less for % inch in 
above sizes. 

Anzac Siding 
1x10 V.G. Clear All Heart........ 226.00 
1x12 V.G. Clear All Heart........ 241.00 
Note: Deduct $8.00 for A Grade. 
Finish 
36 @ DAB. BIGINE sc occ cccees 120.00 
Be B& Ber. Bests ccccccccess 140.00 
&=x $3 A&Btr. Siding. ......ccec- 165.00 

fe — RRs 155.00 
Te PS, haenwiicticnceepewmans 165.00 
SG EE oa ac ggvevenw ereciore aces 195.00 
SE SE cin cee cawsieeewmainee 200.00 

po ee 205.00 

Te er ee 165.00 





WESTERN HEMLOCK 


Vertical Grain Flooring 


: Bé&Btr. C 
1x4 ...eeee0---150.00 140.00 


Flat Grain Fiooring 


DE. jpemaewasacnee 135.00 125.00 

err -155.00 150.00 
Drop Siding 

1x6 (Pat. #106).145.00 135.00 

1x6 (Pat. #116).145.00 140.00 
Ceiling 

er 105.00 100.00 

BRE sccees -110-120 105-115 
Boards and Shiplap and 

2” (Dry) 

1x6 1x8 1x10 

: a eee 80.00 82.00 82.00 

Se eae 77.00 77.00 77.00 

SS are 64.00 66.00 66.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 


2x 4 72.00 72.00 75.00 75.00 
2x 6 72.00 72.00 72.00 77.00 
2x 8 74.00 74.00 74.00 74.00 
2x10 72.00 74.00 72.00 72.00 
2x12 72.00 72.00 72 72.00 
No. 2 Dimension 
2x 4 71.00 71.00 73.00 72.00 
2x 6 70.00 71.00 71.00 72.00 
2x 8 68.00 68.00 67.00 67.00 
2x10 77.00 78.00 77.00 77.00 
2x12 65.00 65.00 65.00 65.00 
No. 3 Dimension R/L Only 
i Pre Ae ere an, arene ea 
RSS ere er eee nee eee 
MONE. raiabaieicnace ewe ware aihacete suse aera 
MEE iris s: nsavactiuleln eielare alae ariatows 
letra eile can Sg ote Shee ares 











D 
100.00 


93.00 
100.00 


105.00 
105.00 





on nit ds ARR ahem “07 


70.00 
90.00) 


1x12 8 





ENGELMANN SPRUCE 


Boards and Shiplap 


(dry) 1x6 1x8 1x10 
No. 2&Btr...105.00 105.00 114.00 
No. 3&Btr... 75.00 80.00 84.00 

No. 1 Dimension 

12’ 14’ 16’ 18’ 
2x 4 77.00 77.00 77.00 83.50 
2x 6 74.50 74.50 74.50 78.50 
2x 8 74.50 74.50 74.50 78.50 
2x10 74.50 74.50 74.50 81.50 
2x12 77.50 77.50 77.50 81.50 

No. 2 Dimension 
2x 4 71.50 71.50 71.50 71.50 
2x 6 71.50 71.50 71.50 71.50 
2x 8 71.50 71.50 71.50 71.50 
2x10 71.50 71.50 71.50 71.50 
2x12 71.50 71.50 71.50 71.50 


(Boards graded No. 1, 2, 3 


price; no price for straight No. 2 
do not grade out No. 3 dimension sep* 


rately as in fir.) 
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90.00 a 7 

17.00 

He 4 FIR LOGS 

17.00 . f 

44.00 " ; , 

153.00 ce 

154.00 sf ; , 2 

184.00 : 

207.06 , ‘ 

211.00 Our plant is operated on a continuous 

iding basis. We have never been forced to cease 

* 9 operations due to weather conditions. 

. Every summer we put enough logs in our 
cold deck to meet the winter's cutting 
needs, This year our cold deck contains 

cae approximately 11 million board feet of Old 

~~ Growth Yellow McKenzie River Douglas 
Fir, which is enough to see us through the 

120.00 severest of winters. 

ian The finest timber in the world is grown 

156.00 on our McKenzie River operation, — Old 

ae Growth McKenzie River Fir. The dense 

200.00 rainfall combined with the severe winters 

aie ee of this region cause the timber to grow 

180.00 slowly and consequently stronger and 

. more closely grained. No producer can 
of boast of finer timber than that from which 
“%~ 2 has. Rosboro lumber is manufactured. 
D 
~ ROSBORO LUMBER COMPANY 
93.00 


100.00 SPRINGFIELD, OREGON 
or West Coast Hemlock 





AT LOW COST!!! 


Treat yourself to extra sales! Offer your 
customers the price treat they’ve been looking 
* 3°00 for. Shoreline flush doors stand proudly with the finest 
— @ All wood, 7-ply construction produced, yet are priced so moderately they attract instant 


; ing interest. 
® Attractive 3-ply Birch faces, buying 

4 with strong core of wood rails 

and stiles 


ixit, @ Bonded with a highly water- Check the Shoreline features against other quality lines, 
) 120.0 proof glue then write us today. Whether interior or exterior models, 
® Built-in air vents your inquiry will show that Shoreline will truly be a reliable 


$3.50 ® Easily installed—2 lock blocks source of new business and consistent profits for you. 





TewalworlhlfCOCU[!C 
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LELAND FLUSHWOOD DOOR COMPANY 


Suttons Bay, Michigan « Phone 71 
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MERCHANDISING CLINIC 


Inventory Time Takes a 


Heavy Toll in Customers 


We now hear much about inventory 
time. Too much, it seems. Counting 
what’s left at the end of the year 
is important, of course. But in the 
minds of some lumber dealers, line- 
yards particularly, invoicing has be- 
come an activity that all but puts 
them out of business for a period when 
they should be adding important sales 
to the year’s volume. 

“Not buying anything until after 
inventory,” may have its good points 
as far as accounting is concerned, 
but it raises havoc with the well-or- 
dered existence of the lumber dealer’s 
suppliers ... and, of far greater im- 
portance, with his customers. 

We are not enough of an expert to 
understand the accounting principles 
involved in such a policy. It prob- 
ably has its virtues. We do know, 
however, that it exacts a heavy toll 
in the loss of customers. 


... Why is it necessary to “in- 
voice yourself out of business” 
in order to determine the net 
result of the year’s work? 


Good-bye, Customer! 


A few days ago, we were told the 
experiences of a farm owner who 
found he needed a machine shed. True 
it was getting a bit late in the fall, 
but he had no idea that the time of 
year would make it so difficult to get 
materials. His regular yard didn’t 
have enough of the kind of lumber 
he needed, and the dealer “wasn’t 
buying any more until after inven- 
tory.” After two or three tries, he 
found a dealer who thought he might 
be able to get what he wanted, but 
dulled his appreciation of the proffered 
service with the assurance that “it 
would cost him a lot more money.” 
The prospect ended up buying a pre- 
fab steel structure from a feed seed 
dealer who had the agency. 


. Customer service should 
not suffer merely because the 
dealer is working his stock 
down for inventory purposes. 


Why Not Take an 


Inventory of Customers? 


We have always maintained that 
too much time and attention is devot- 
ed to counting stock and not enough 
thought given to checking the num- 
ber of customers on hand ... and 
lost, during the year. Turnover of 
merchandise is important, naturally. 
But of far greater importance is the 
turnover of customers. Inventory of 
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customers and their activities should 
be the dealer’s primary concern, not 
only at year’s end but throughout the 
entire 12 months. Unfortunately, it 
isn’t. 2 x 4s and boards take prece- 
dence. How often they turned occu- 
pies his attention while customers race 
from yard to yard trying to locate a 
lumber dealer who has something left 
to sell. 


... The click of the latch on the 
front door is more important 
than the click of the adding ma- 
chine in the back room. 


Customers Are the 
All-lmportant Factor 


Don’t get us wrong! We’re 100 
percent for modern accounting in all 
its phases. Our point is that it has 
become so mechanized that it should 
release the dealer to the far more 
important job of taking care of his 
customers. What has happened during 
the year is interesting. Everybody 
is eager to look at the final figure. 
That’s as it should be, tintil our anx- 
iety to read the results outruns our 
interest in what’s happening in the 
salesroom. 


"You Can Buy 2x4s 
but Not Customers" 


“Yes, I need some material,” said 
the yard manager to the salesman 
of one of his suppliers. “I’m sure I 
could sell it. As a matter of fact, I 
could be doing a whale of a good busi- 
ness if I weren’t out of so many items. 
But I’ve had instructions to run my 
stock down before inventory and 
that’s what I’m doing!” 

“Do you mean you’re passing up 
sales merely to have a minimum stock 
on hand at the end of the year?” he 
was asked. 

“That’s exactly what I’m doing,” 
he replied glumly. “Good customers, 
too. Forcing them to go somewhere 
else. Many of them won’t be back 
either. You can buy 2x4s and boards 
when you need to replenish your stock, 
but, unfortunately, you can’t buy 
back customers.” 


‘Running Stocks Down" 
Costs Money 


In no other retail industry does the 
annual inventory command as much 
attention as in the lumber yard. No, 
it’s not because lumber dealers are 
better bookkeepers. They’re not. The 
practice seems to stem from the policy 
of having the minimum amount of 
material on hand when the books are 


closed. Perhaps this is as it should 
be. It may be worth what it costs in 
sales. The trouble with the all-too 
common practice of running stocks 
down is that the different materials 
do not all go down at the same rate, 
There may be an oversupply of a cer- 
tain item which can’t be sold because 
another item, needed to go with it, 
has been run down to the point where 
the bin is empty. 


. . . Balanced stock is essential 
in the lumber yard where the 
sale of one item depends on the 
availability of another. 


Good Selling Depends 
on Good Stocks 


A year or so ago, there was an 
attractive poster hanging in many a 
lumber yard. It showed an old-time 
peddler’s wagon well filled with mer- 
chandise. The caption: “You can’t do 
business*from an empty wagon,” or 
words to that effect. It should be 
dusted off and displayed prominently 
for 30 days, maybe 60, before inven- 
tory. 


. ... Sales are as important at 
inventory time as any other 
period in the year. r 


Flying Backwards 


At inventory time it may be well 
to recall the story of the dodo bird, 
now extinct, that had the strange 
habit of flying backwards. It seems 
it didn’t care as much about where it 
was going as it did seeing where it 
had been. 

Inventory tells us where we have 
been during the past year and that, 
as we have said, is mighty important 
although not half as much as setting 
our course to determine where we are 
going. 


. . . Customers not counting 
should be the watchword. 


Business as Usual 


As we re-read these paragraphs, we 
realize that they may appear to ‘uln- 
imize the importance of good acc, unt- 
ing. How else could you set your 
sails for the coming year without 
knowing how you came out the past 
year? That’s not the purpose of our 
comments. We merely contend that 
business should proceed as usual dur- 
ing inventory time, and that driving 
customers to some other yar I! 
search of materials is expensive. 


December 1, 1952, AMERICAN LUMBERMAN © 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 12 points for each 
correct answer. 100-90%—excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—A packaged redwood window 
unit said to slash window costs 
for builders is advertised by 
what manufacturer? 


2—-A packaged, ready-hung metal 
closet door unit is part of what 
story on metal product mer- 
chandising ? 


3—A packaged metal storm win- 
dow unit, including screen 
‘cloth and hardware, is adver- 
tised by what company? 


i—A packaged sliding door unit 
(wood) is marketed by what 
glide-door advertiser in this 
issue? 

5—L. W. Anderson’s little tip on 

how to keep customers’ finger 

prints from rusting tools is 
what? 

No timber producer, says this 

advertiser, can boast of a finer 

fir stand than the Rosboro 

Lumber Co., producers of what 

famous fir? 


7--How much Christmas bonus, 
per man, is the WSB going to 
allow this year? 


oe 


At last the home handyman, 
says this advertiser, can do his 
own concrete work if he has 
what to help him? 


Until an art professor took 
him aside and told him it could 
be done, this Georgia dealer 
was reluctant to do what? 
10--New president of the NRLDA 
for the coming year is who? 
Answers on Page 90. 
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From either side of the counter—yours or your customer’s 
—PlyScord® grade plywood outvalues them all. Prove it 
yourself. Figure your profits when the bill of materials 
calls for plywood roof sheathing. Then figure your profit 
on any other material. Right! There’s more profit in the 
plywood. Your customer gets a better buy, too, because 
plywood cuts construction costs. Saves time and labor... 
provides the ideal deck for any finish roofing. Good 
reasons all why it pays to push plywood. 


Douglas Fir 





®Douglas Fir 
Plywood Assn., 
Tacoma, Wash. 
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WHAT’S NEW 





Products .... Sales Aids... . Literature 











SHEET METAL 
PRODUCTS 


MASTER | 
CATALOG 


HO. 500 i 


f | 
New Milcor Catalog 


A new 72-page handbook of sheet 
metal products covers the complete 
Milcor line of Rain-Carrying, Heating 
and Roofing Products. This Milcor 
Master Catalog No. 500, is divided into 
three products sections and indexed 
alphabetically by sections for conven- 
ient references. The book also pro- 
vides shipping weights, sizes and 
gauges, up-to-the-minute prices, ap- 
plication instructions, plus general 
helpful data of interest to all who 
serve the building industry. Of spe- 
cial interest to the dealer will be the 
new catalog’s pricing system, which 
permits the dealer to show the cat- 
alog to his customer without letting 
him know what his costs really are. 
All list prices are accurately keyed to 
show immediately the latest net price. 
A change in the net price doesn’t make 
the book obsolete, for all net prices 
will be kept current. Write Inland 
Steel Products Company, Advertising 
Dept. AL, 4027 W. Burnham S&t., Mil- 
waukee 1, Wis. 





Matico Color Chart 

A new color chart has been de- 
signed as a merchandising aid for 
Matico asphalt tile by the Mastic 
Tile Corporation of America. Called 
New Color Magic, the four-page, 
full color folder shows the complete 
line of Matico colors. In order to 
acquaint the public with the newest 
steps in product development taken 
by Mastic Tile Corporation, the 
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folder also tells the story of how 
Matico has been fortified with 
polystyrene plastic resin to provide 
greater density, flexibility, brighter 
and truer colors. Write Mastic Tile 
Corporation of America, Dept. AL, 
P. O. Box 986, Newburgh, N. Y. 





ABESTO MANUFACTURING CORP 
Mochigen City, Indiana 


"Wood Is Expensive” 

This attractive new Abesto litera- 
ture stresses the fact that “Wood Is 
Expensive.” Whether for new build- 
ing construction, fence posts, tele- 
phone poles, or any type repair— 
the initial cost of wood is tremen- 
dous. Everything possible should 
be done to protect that investment. 
The literature shows how fungus 
growth, dry rot, destructive insects 
and water destroy thousands of 
wood products every year. It shows 
the value of pentachlorophenal— 
and how Abesto Wood Preservers 
use this effective chemical in their 
formulas. For free copies to show 
your customers how they can eco- 
nomically protect the wood on their 
property, write Abesto Manufac- 
turing Corp., Dept. AL, 120 Wa- 
bash St., Michigan City, Ind. 


New Issue of Reference Book 


The November 1952 issue of the 
Reference Book of the Lumbermen’s 
National Red Book Service is just 
off the press. It is the 142nd issue 
of the book, which is a semi-annual 
consolidation of that service’s twice- 
a-week bulletion of changes in the 
lumber and woodworking indus- 
tries. Lumberman’s Credit Asso- 
ciation, Inc., publishers of this serv- 
ice, advise that as compared with 
the previous issue there are an un- 
usual number of changes affecting 
the various branches of the indus- 
try including many newly listed 
sawmills, some of which are brand 


new sources of lumber, others are 
mills which have resumed their 
operations. Also, there are listed 
numerous changes in business class- 
ifications as well as in credit rat- 
ings. For the past 76 years, this 
service has been used by lumber 
shippers and shippers in many oth- 
er industries who market through 
retail lumber dealers, or who sell 
to furniture and other woodworking 
factories, as their guide in credit 
and collection work, and aid in sales 
promotion and guide to sources of 
lumber and allied products. Write 
Lumbermen’s Credit Association, 
Inc., Dept. AL, 608 S. Dearborn, 
Chicago 5, Ill., and 99 Wall St., 
New York 5, N. Y. 








Sherwin-Williams’ Sales Aids 

The Sherwin-Williams Co. has 
unveiled a group of dealer selling 
aids aimed at helping homemakers 
turn decorating urges into paint 
sales. The group includes a great 
variety of materials, all of them 
attractively printed and making 
lavish use of color. Available now 
are: (1) The Sherwin-Williams 
Paint and Color Style Guide, con- 
taining 100 poster-size pages (18 x 
16”) showing actual lived-in rooms 
in homes throughout America. (2) 
1953 Style Guide and Color Com- 
panion, presenting a unique al- 
swer to the perennial “What goes 
with what?” question. (3) The 
Home Decorator (1953 Edition) 
consisting of 44 pages packed with 
practical decorating ideas for the 
home. Included, too, are detailed 
instructions on how to paint and 
decorate. (4) The Color Supplement 
which, in effect, translates the 
theory of good companion colors, as 
found in The Style Guide and Com- 
panion, into 16 color harmony 
groupings of five colors each. (5) 
Customer Service Pamphlets cov- 
ering most Sherwin-Williams pro- 
ucts. Each pamphlet is devoted ex- 
clusively to a particular product. 
Illustrated with how-to-do-it photos, 
these service pamphlets are com 


December 1, 1952, AMERICAN LUMBERMAN & 











Gar 
excl 
ava 
resi 
stat 
doo 
are 


Sty 
to , 
vas 
gar 


abl 
hea 





Bu 





are 
heir 
sted 
2SS- 
rat- 
this 
ber 
Oth- 
ugh 
sell 
cing 
edit 
ales 
s of 
rite 
‘ion, 
orn, 
St., 


> 
has 
ling 
kers 
aint 
reat 
hem 
king 
now 
ams 
con- 
18 x 
yoms 
(2) 
‘om- 
an- 
goes 
The 
ion) 
\ vith 
the 
tiled 
and 
vent 
the 
3, as 
om- 
ony 
(5) 
eov- 
pro- 
| @x- 
juct. 
( tos, 
com- 


x é 
aX 












ow-ell-dor 


‘ely 


HoW-ELL-DOR Sectional Upsweep 


Garage Doors are distributed 
exclusively through dealers, and are 
available in 38 stock sizes for 
residential, commercial and service 
station installation. Custom-built 
doors of unusual design or size 

are a specialty. 


Styled, constructed and priced 

to SELL, the HOW-ELL-DOR offers 

vast opportunities in today’s expanding 
garage market. As an added feature, 
HOW-ELL-DOR hardware is now avail- 
able to meet 914”, 7”, 6” and 3” low 





The **picture’’ Residential Door 


. +n the modern 
Now uly — yo ng five sections 







designs sages d section open for glass. 
headroom requirements. high, wisvee 8” wide, ta high and - 
wide x 7” high, 1%" "ie to Jy” *tock gi.°° quality °™ Pass po 
Write for 12’ hig. Sizes , Wélity-eng; Door 
Wippeg ©? 1%” of +8 to ign eeted = g 
FREE With ‘s ly oor 


Ccessorin, thick. Wide and 7” 


THE HOWELL WANUFACTURING €0.,7200 Hasbrook Avenue, Philadelphia 11, Penna. 


Catalogs 








Douley 


ATTIC VENTILATORS 


available now in 


ALUMINUM 


The same good Donley product, fabricated to avoid possi- 
bility of rusting or eventual paint problems. We are now in 
production on six sizes of Aluminum Ventilators, 8 by 11 
inches, 8 by 16 inches, 12 by 14 inches, 12 by 19 inches, 12 by 
24 inches and 16 by 24 inches. Other sizes and shapes will 
follow. 


Donley Attic Ventilators command confidence for their sound 
fabrication, generous free air intake, effective screening and 
drain-free louver corners. Donley pioneered in low cost instal- 
lation. Flange around sides affords anchorage behind sheathing 
or face masonry. Aluminum supply assured to provide for all 
prospective needs. Place orders today. , 


The Donley Brothers Co. 


13928 Miles Avenue Cleveland 5, Ohio 
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pletely fundamental, recommend- 
ing the proper use of the respec- 
tive products, how to prepare the 
surface, how to apply the paint and 
the care of painting tools. For com- 
plete information write The Sher- 
win-Williams Co., Dept. AL, Cleve- 
land 1, Ohio. 








New Supradur Display Board 

A novel display sample board by 
Supradur offers an excellent point- 
of-sale aid for the company’s new 
Fiber-Shake Asbestos Cement Side- 
wall Shingles. It provides a die- 
cut representation of the Supradur 
trademark out of Kraft cardboard 
on which are affixed actual samples 
of new Fiber-Shakes in the first 
four available two-tone colors. Non- 
fading ceramic granules in striking 
striations effectively portray Fiber- 
Shakes’ eye appeal. The new Supra- 
dur display is very light to carry, 
easy to hang and handy for either 
window or counter use. For free 
sample, write Supradur Corporation 
of New York, Dept AL, 110 Wil- 
liam St., New York, N. Y. 





Double Purpose Brush Display 

First of its kind in the paint- 
brush field is Rubberset’s new ny- 
lon display box. A crisp color 
scheme of red, white and black 
points up Rubberset’s slogan, “The 
Nation’s. Most Wanted Brand” and 
the Rubberset guarantee—“Bris- 
tles Permanently HLocked-in, Will 
Not Shed.” The dg@@ler can mark 
in prices for each bf sh size of the 
display in a specially designed area 
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where the message “New Low 
Prices” calls attention: to them. 
This display box also: serves as a 
dust-proof, one-piece shipping car- 
ton. When being shipped the car- 
ton’s contents are clearly marked 
on the outside. The carton can there- 
fore remain ‘unopened through in- 
ventory and storage, keeping the 
brushes in right-from - factory - 
freshness for the moment it is to 
be set up as.a display. Then, by 
simply slitting the tape and rais- 
ing the flaps, it takes only seconds 
to put the display in use. All brushes 
in the six display-box assortments 
are made of the new, improved 
Rubberset pre-tipped permanent 
wave nylon—which delivers 59% 
more paint than old style nylon. 
Two assortments are made up of 
varnish brushes and are available 
with the varnish brush display box. 
Four wall brush assortments make 
up the balance, available with the 
wall brush display box. Write the 
Rubberset Company, Dept. AL, 146 
Haynes Ave. and Lincoln Highway, 
Newark’5, N. J. 








New Hardboard Doors 


A new low-priced, paint finish, 
flush door, developed especially for 
low cost homes and housing pro- 
jects, has been announced by Young 
Wood Products Co., manufacturers 
of flush doors exclusively since 
1946. It is reported that the new 
door is made to the same high 
standards of workmanship and ma- 
terials used in the quality line ‘of 
Young Flush Doors except for the 
faces which are hardboard. “Many 
economies, in addition to a saving 
of about 15% to 20% in price, can 
be expected,” said William .-S. 
Young, president. “The use of a 
light-colored hardboard, with a dry, 
uniform surface makes it easy to 
cover with only two coats of pastel 


paint.” Mr. Young. added that this 
hardboard is especially resistant io 
moisture and therefore practically 
warp-proof, “These new doors,” he 
said, “are made with the same size 
stiles and rails as used on our ve- 
neer-faced doors and with the same 
large, straight-grained, lock blocks 
both sides, so they are just as easy 
to install. The carpenters use their 
regular tools and equipment as this 
hardboard works as easy as wood, 
leaving neat, clean and sharp edges. 
The surfaces have no show-through 
or waviness. The recent installation 
of modern, double-end cut-offs in- 
sure accurate prefit with exact 
sizes and squareness guaranteed.” 
Write Young Wood Products Co., 
Dept. AL, 45240 Grand River Ave., 
P. O. Box 166, Novi, Mich. 





New Kyanize Chip Rack 


To give dealers additional am- 
munition with which to sell their 
Scrubable-Flat and related lines, 
Boston Varnish Company has cre- 
ated this special display unit which 
is in two sections. The top section 
presents neat, trim stacks of chips 
in individual color pockets arranged 
to simplify color selection by clerk 
or customer; 140 magazine-fea- 
tured colors are shown. Directly 
below the color chips are four re- 
volving plastic disks with chart 
backgrounds. This is a “self-serv- 
ice” Color Selector, permitting cus- 
tomers to choose color schemes 
based on established color theo ‘es 
such. as Mutual Complementary. 
The base cabinet is a separate unit 
for storage purposes. Made of meial, 
lithographed in an attractive blue, 
and*bright with the multi-colors of 
the chips, this Kyanize Chip [\s- 
play Rack featuring Scrubaiile- 
Flat, becomes a focal point of at- 
traction for the paint department 
and saves costly time of store clerks. 
Write Boston Varnish Company, 
Dept. AL, Everett Station, Boson 
49, Mass. 
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YOU'LL SELL THEM EVERY TIME... 


& 


WHEN YOU | 
RECOMMEND 


PROTECTO 


Combination 


SASH BALANCE & 
WEATHERSTRIP 
The modern sash _ bal- 


ance. Low in cost — 
Easy to install. 








Now — in one unit — the Protecto Combination 
offers the advantages of an ideal sash balance 
and weatherstrip assembly. Sturdy streamlined 
construction of aluminum. All materials and con- 
struction are superior quality. 


PROTECTO WEATHERSTRIP CAN BE USED 
SEPARATELY WITH OTHER BALANCES 


Write today for Catalog and Samples 





PROT E. WEATHERSTRIP 
MANUFACTURING CO 


4500 South Western Ave. 
fed tier \cloma- Mam iG ai lelhy 











For Better Value, Feature 
GABRIEL 
BASEMENT WINDOWS 


The quality and convenience of Gabriel Basement 
Windows, their easy operation, their top and bottom 
opening features and exclusive side-arm locking detail 
assure satisfied customers and greater profits for you. 
Available in 2-light sash of modular dimension. 


National Sales Representatives: HARRIS, Inc. 
200 E. Long St., Columbus 15, Ohio 





i SY EEL COMPANY 


Sherwood, Detro/t /2, Mich. 
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Mr. Dealer! 





now anyone can BUILD 
concrete forms with 


the REVOLUTIONARY 


Gates 


2x4 TIES 


This low cost, profitable item can be sold to 
anyone wishing to do their own form work. 
Handymen everywhere hail this revolution in 
home concrete work. 


Easy to use. Saves lumber. Fast and Economical, 
Foolproof. 


1 | 




















| FREE SUPPLY OF 
INSTRUCTION 

'| FOLDERS WITH 

|| EVERY ORDER! 





























INVESTIGATE THIS NEW 
PROFIT.OPPORTUNITY 
TODAY! Sted for all detatle 


sates «& SONS, INC. 


80 So. Galapago * Denver, Colorado 
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Tools for Chutstmnes 


These useful Murra tools, with a 
Pexto guarantee, are excitingly pre- 
packaged at the factory by pressing 
the tool into a block of white Sty- 


rofoam (has the appearance of 
snow), then securely wrapped with 
colorful Christmas tape and tagged 
with a folding to-and-from card. 
Each Sno-Pak deal consists of 44 
tools (19 varieties) retailing at $1 
to $4.25. Several packages of best- 
selling tools are included with no 
more than four packages of any 
variety. Shipping package contains 
an inner sleeve finished in chimney 
design for use as display back- 
ground; display card is also includ- 
ed. No charge is made for the gift 


packaging. Write Peck, Stow & 
Wilcox Co., Dept. AL, Southing- 
ton, Conn. 


Bedding Sash with Machine 


C. M. Johnson Industries has 
developed a method of bedding win- 
dow sash by machine without the 
necessity of resorting to thin, runny 
and sticky compounds. To do this, 
the firm uses a powerful air-op- 
erated pump and a specially devel- 
oped compound. This compound is 
said to meet the regular require- 
ments for window work and will 
last longer than most. Bedding with 
this machine is reported to speed 
the process by 500%. There is no 
waste of material, and years of ex- 
perience are not necessary to be- 
come an expert. In two days, “any- 
one can do it faster than the man 
who has practiced all his life with 
a knife.” Users report reduced costs 
and increased output. Although 
bedding with a machine is not new, 
only in the last two years has this 
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firm had the equipment to handle 
near knife-grade compounds. Write 
C. M. Johnson Industries, Dept. 
AL, 44 W. Ravenwood Ave., Youngs- 
town 7, Ohio. 


Sandran Counter Top Material 


Now for the first time a Mother 
O’Pearl Counter Top material is 
available that can be installed by 
anyone and which can be had in any 
length. The resiliency of Sandran 
makes installation easy—it can be 
handled with no worry of cracking, 
can be cut with ordinary kitchen 
scissors; and regular linoleum paste 
is used for cementing. Sandran is 
packed in rolls of approximately 
100 lineal feet so that any length 
counter can be topped in one piece. 
The widths are 27”, 36” and 45”. 
Sandran Counter Top cleans easily 
with just a wipe of a damp cloth. 
The non-porous vinyl plastic sur- 
face resists dirt and grease, is 
stain-resistant, heat-resistant and 
immune to the harshest soaps, even 
lye. Write Sandura Company, Inc., 
Dept. AL, 17th and Sansome Sts., 
Philadelphia 3, Pa. 
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Style King Door Features 
Larger Bonding Area 


The all wool, hollow-core Style 
King Flush Door is said by its 
manufacturer to have 5 to 20% 
more bonding area for face panels 
than most other flush doors. Over 
1,400 square inches on the frame 
and core give Style King’s 3-ply 
Birch faces extra strength and 
rigidity, as well as immunity to 
warpage. To attain this greater 
bonding area and strength, particu- 
lar attention has been paid to in- 
ternal construction. Style King has 
3” rails, 1144” stiles, two 3” x 21” 
lock blocks, 22 core bars and two 


inner stiles. And all core bars are 
dadoed into the inner stiles rather 
than bonded to the surface. Both 
face panels and the 42 bonding 
points in the frame and core of 
over 140 square inches are bonded 
with a strong holding resin glue. 
All points are water resistant and 
unaffected by high humidity con- 
ditions. According to Style King’s 
makers, this door that has no warp 
—shadow line—air bubbles—float- 
ing parts—or moisture problem. It 
is guaranteed against defects, and 
is said to possess durability against 
stress and strain far in excess of 
maximum requirements. Write 
Style King Door Co., Inc., Dept. AL, 
9946 Greenfield Road, Detroit 27, 
Mich. 
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Flint Paper Line Simplified 


A simplified line of flint sand- 
paper—five grit sizes instead of 
ten—is announced by Minnesota 
Mining and Manufacturing Co. 
Easier stocking and selling for both 
retailers and jobbers is the pur- 
pose of the new line, as well as pro- 
viding identification by name rather 
than by number for the convenience 
of the consumer. Although fewer 
grit sizes are contained in the new 
line, the new range of grits is “com- 
pletely adequate to meet the de- 
mands of both the home and shop,” 
the company pointed out. At the 
same time, half as much shelf space 
now will accommodate a complete 
line, and half as many sizes makes 
selling simpler. The new grit sizes of 
3M Imperial Flint paper are labeled 
by names understandable to the con- 
sumer — “very course,” “coarse,” 
“medium,” “fine,” and “very fine.’ 
Name of the grit size is lettered 
on the end of the sleeve—a separate 
sleeve for each size—so that it 1s 
completely visible on the shelf. 
Sheets of the 9 by 10-inch flint pa- 
per are packed 100 per sleeve i 
the very fine, fine and medium grit 
sizes; and 50 per sleeve in the coarse 
and very coarse sizes. Write Min- 
nesota Mining and Manufacturing 
Co., Dept. AL, 900 Fauquier St. 
St. Paul 6, Minn. 
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SLIDING DOO 
T  TARDWARE 


se HARDWARE WITH 
HE VERSATILE CARRIER 


ail 
qnboll Cuniov 
s allow three adjustments! Vertical, 
Horizontal and Automatic Alignment made possible 


by Grant's patented ‘Self-Aligning’ feature. Grant 
has a hanger for every sliding doot installation. 


Cunt -Glide 
Hers glide doors smoothly oat ® (§) 


act. means noise- 
durable as metal. 



































Grant carrier 





Nylon ball bearing ro 
effortlessly. No metal-to-metal cont 


less operation. Nylon outer race as 








d so that rollers cannot slip of 
d within track — no scraping of 
mulation. 


Grant Track designe 
jump. Rollers centere 
chafing. No dirt or dust accu 

Write for 


co i 
mplete information 
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SOUTHERN PINE LUMBER COMPANY 





DIBOLL, TEX 


SALES OFFICE 


-- GAK FLOORING 


SOUTHERN HARDWOODS 
DIBOLL ano PINELAND, TEXAS 


KILN DRIED YELLOW PINE --- END-MATCHED FLOORING --- TIMBERS 


MILLS 

















Deluxe Power Lawn Mower 

Literature is available covering 
the complete 1953 line of Pincor 
Power Lawn Mowers, Electric 
Hedge Trimmer, and the new win- 
ter sales appliance—the Pincor 
Sno-Mover. Shown here is Pin- 
cor’s 21” Deluxe Power Mower 
featuring the recoil starter, stream- 
line guards covering belt and chain, 
new multi-grip guide easy handle, 
and 1.6 4-cycle Pincor engine. Cut- 
ting height: full range from 14” 
to 2%” by regulating roller and 
wheels. Only 2 bolts to change for 
wheel adjustment. Full 21” cut- 
ting assembly, 5-blade, 5 spider 
reel of especially hardened steel, 
precision ground; rolls smoothly 
on ball bearings. Sectional wood 
rollers are mounted for easy turn- 
ing; grass catcher hooks provided 
for grass-catcher basket. Gas tank 
capacity is one quart, uses regular 
gasoline. Write Pincor Products, 
Dept. AL, 5841 W. Dickens Ave., 
Chicago 39, Il. 





New Truck Transmission 


Ford Division of Ford Motor 
Company announces that its new 
1953 line of F-100 series trucks 
including the pick-up and panel de- 
livery will be equipped with fully 
automatic transmissions as optional 
equipment. “Ease of driving and 
reduced operator fatigue, plus econ- 
omy which averages approximately 
the same as conventional drive, 
make the fully automatic Ford 
transmission an outstanding per- 
former,” L. D. Crusoe, vice-presi- 
dent of Ford and general manager 
of the Ford Division, said. “We 
have tested these light trucks equip- 
ped with this transmission for the 
past two years over more than 250,- 
000 miles of highways from our 
Phoenix, Ariz., test area to the hills 
of Pennsylvania,” Mr. Crusoe said. 
“And we also have tested them on 
our engineering dynamometers an 
equivalent number of miles. This 
thorough testing, plus the millions 
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of test miles which have gone into 
the development of the Fordomatic 
transmission for passenger Cars, 
have proved the great worth of this 
new truck transmission.” Write 
Ford Division of Ford Motor Com- 
pany, Dept. AL, 3270 Schaefer Ri., 
Dearborn, Mich. 








Redwood Lantern and Post 


Holm’s Manufacturing Company 
of Ohio describes this unit as the 
lowest price lantern and post, with 
all the beauty and charm of Red- 
wood. After installation it meas- 
ures more than 7 feet in height. 
Glass is used in lantern and glass 
chimney. The unit can be painted, 
varnished, or left in its natural 
finish. It is attractively packaged 
in two cartons for shipping and 
stock. Write Holm’s Manufactur- 
ing Company of Ohio, Dept. AL, 
1340 Lake Shore Blvd., Akron 1, 
Ohio. 
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New Trowel Display Carton 
This new display carton for ia- 
sonry and plaster trowels, desig! ned 
by the Goldblatt Tool Company is 
efficiently planned for use as a shelf 












































0 arton before being set up as a _ positions are achieved by shifting Rivets are said to save time and 
¢ lisplay case. The new selling aid diagonal brace along upright slide labor in attaching BX cable, pipe, 
;, s compact, well-marked and makes and securing the push button plugs conduit and fixtures to wall ma- 
s e-ordering easy. The die-cut car- in proper holes. Exclusive “Micro- terial. They offer unusual speed 
e on is easily assembled for display matic Leveller” control, under cen- and strength when used to fasten 
1- purposes and presents the trowel _ ter of horizontal shelf support, per- metal siding to steel angle fram- 
line so that customers can examine mits precise alignment along en- ing, and enamel facing plates to 
he tools closely. Another feature tire length of shelving. Write S. A. cinder block construction. For bul- 
the advertising copy—such as Hirsh Manufacturing Company, letin illustrating uses of Drive 
“I’ve gone to work” and “So have Dept. AL, Skokie, Ill. Rivets in building construction 
'—which appears in the space un- write Southco Division, South Ches- 
vered by the trowél blades as each ter Corporation, Dept. AL, Lester, 
tool is sold. Write Goldblatt Tool Pa. 
(ompany, Dept. AL, 1924 Walnut 
Street, Kansas City, Mo. 
East Coast Louver | 
The first aluminum louver window 
to be manufactured in the north 's 
being offered by East Coast Indus- 
tries, Inc., through its affiliated 
oo dealers, Norman J. Edelmann, ex- 
as} ecutive vice-president, announced. 
ee The louver, which is equipped with 
x interchangeable storm and screen 
; ; panels, will eventually be _ sold 
oe * 4 Ds ° throughout the country through 
Blind Rivets Speed Fastening franchise dealerships, a number of 
Fastenings to cinder block, brick which are still open. It is reported 
and cement as well as wood, metal that the East Coast louver is priced 
laminated over insulation, and most - — the he yy a 
, masonry materials can be made y being manufactured in the north, 
New Shelving Bracket with a simple hammer-drive blind thus eliminating the shipment of 
Complete flexibility in shelving rivet. Eliminating complicated ex- aluminum louvers south and the re- 
heights and pitches without the use pansion bolts and inserts, Southco shipment of the finished windows 
ny of tools is made possible by this Drive Rivets are merely inserted in north. For complete details write 
he “Hirshlok”’ boltless shelving brack- a 14” diameter hole and expanded East Coast Industries Inc., Dept. 
‘th et. Upward, downward, and level from one side with a hammer. Drive AL, Valley Stream, N. Y. j 
»(1- aan 
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We ra 
dboe TEMP To meet all your requirements: both 
Yat and Standard and Tempered Grades of | 
st AN Weldwood Hardboard come in three 
popular thicknesses: 1/8”, 3/16”, and 
1/4”. In sizes: 4’x6’, 4’x8’, 4’x10’ 4’x12’ 
STAN stands for Weldwood® STANdard Hardboard. and 4’x16’. Panels up to 4’x12’ are 
d six t kage. Weld d 
TEMP, for Weldwood TEMPered Hardboard, the came Tile vert te auedeiels exe 
il- and plastic-treated ... water-resistant hardboard. in 1/8” thickness and sizes 4’x4’, 
Just get a load of us, and...zing!...you’re back vt, ur. 
‘or a second load. And back and back and back, for Call your Weldwood salesman for 
very hard job you can think of. —— Hardboard or Tile Board 
: today. 
And we can take it. For we’re tough, strong, and 
we stand up to any job. . 
But we also work easily. Planes and saws and chisels ® 
ape with sharp, leas ees WELDWOOD’ Hardboard 
And have you heard about how we get along with 
paint brushes? You see, we’re light in color. So even Manufactured by Abitibi Power and Paper Company 
) pastel prints flow on smoothly. Distributed Exclusively By On 
ba Today, place your order for Weldwood Hardboard. UNITED STATES PLYWOOD CORPORATI 
ze It ill b f ll d b t b t f World's Largest Plywood Organization 
y, 18 wi e rolowe AY soon, y repeats... Dy request 0 55 West 44th Street, New York 36, N. Y. 
shelf fy your most enthusiastic customers. Branches in Principal Cities * Distributing Units in Chief Trading Areas 
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DO YOU HAVE 
A REDWOOD 
ACCOUNT? 


HOBBS WALL, Redwood Lumber 
Distributors for the past 86 years 
are inviting inquiries from whole- 
sale lumber distributors and com- 
mission men who also have built 
their business on years of honest 
dependable service. 


HOBBS WALL 
LUMBER CO. 


Wholesale Distributors of 
California Redwood Lumber 


405 Montgomery Street, 
San Francisco4 GArfield 1-7752 

















The Only Guarantéed - 


Matlionally Hdvertiaed 


RED CEDAR CLOSET LINING 


| BROWN’S 


SUPERLEDAS 


SEAL- PACKAGED 
ALL WIDTHS 40’ 


sii 


“x Our national 
af advertising is 
er currently pro- 
RN ducing thousands 
9 of customer inquir- 
mA ies which are turned 

over to our dealers for 

s* follow-up. This interest in 

° cedar closet lining repre- 

sents’ a growing and active 

Ry market. Brown's Super-Cedar 

a is a fast-moving, profitable item 

Pa as produced by the largest and old- 

Ra est experts in the business. Sold only 

‘ eae leading jobbers and millwork 
istributors. 


Write for Builders Folder and Consumer Booklet 



















PRODUCT OF 


GEO. C. BROWN & CO., Inc. 


GREENSBORO, N. C. Established 1896 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD | 
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New Sectional Garage Door 


A sectional garage door described 
as new in engineering design, and 
strikingly modern in appearance has 
been announced by the Frantz Man- 
ufacturing Co. The new Frantz 
+500 single-width sectional doors 
require but 6” of headroom, double- 
widths only 7144”. This permits sec- 
tional garage door installation pre- 
viously considered impossible, in 
many cases, because of high head- 
room requirements. The “new 
look” for this five-sectioned door 
features the smart horizontal sweep- 
ing lines of popular ranch styling. 
The door is shipped with fourth 
panel row left open for glazing or 
completing with solid panels. The 
#500 door is made of 13%” kiln 
dried fir or white pine, with 14” 
fir plywood paneling. The entire 
Frantz +500 door series provides 
models for three popular garage 
openings, 8’ x 7’, 9’ x 7’, and 16’ x 7’. 
All are equipped with Frantz over- 
head door hardware. Power springs 
do all the lifting—door starts up- 
ward when handle is turned. Offet 
joint between door sections seals out 
weather. Perfect door balance is 


obtained through exclusive major 
and minor spring adjustment. Write 
Frantz Manufacturing Co., Dept. 
AL, Sterling, IIl. 


New Sliding Door Set 


Sterling’s No. 890 Sliding Door 
Set includes side-mounting track, 
adjustable hangers, door guides, 





back stop and flush pulls. Pictures 
here show demonstrator of the new 
package set designed for installing 
a sliding side door on a home ga- 
rage. Use of this new Sterling hard- 
ware helps eliminate space prob- 
lems in the garage. A sliding door 
can be placed wherever desired on 
the garage since it is not limited to 
special placement as in the case of 
many hinged doors. It can be made 
as wide as desired so that large 
equipment such as power lawn 
mowers can be taken in and out 
easily without having to use the 
overhead or large garage doors. 
This type of door is never in the 
way as it slides along the wall. It 
will always open and close easily— 
never sticks—in any kind of 
weather, and can be weatherstrip- 
ped to keep out snow, rain and dust. 
The new package of Sterling Hard- 
ware is also designed for installing 
space-saving sliding doors that 
slide along the wall in basement 
workshops, storerooms, tool sheds, 
barns, etc. For catalog write Ster- 
ling Hardware Manufacturing 
Company, Dept. AL, 2345 W. Nel- 
son St., Chicago 18, IIl. 


SUCCESSFUL fa 
FIREPLACES | 


AND HOW 
TO BUILD THEM 


Book of Successful Fireplaces 


The prevailing vogue for mod- 
ernism in domestic designing has 
invaded the home’s most conserva- 
tive institution, the fireplace. The 
newest edition of the Donley Book 
of Successful Fireplaces cites sev- 
eral types that are gaining in pop- 
ularity. Among them are the pro- 
jecting corner fireplace, giving a 
two-way view of the flame; a side- 
wall projecting fireplace that gives 
a three-way view of the fire, front 
and two sides; a double opening 
fireplace that serves two rooms, 
with an opening through the inter- 
vening wall. Designs for all types 
are included, with detail measure- 
ments that assure good results. A 
hearth raised above the floor level 
is frequently seen. Heat circulat- 
ing fireplaces grow in popularity 
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because of their fuel economy. In 
connection with the subject of out- 
door cooking installations a tend- 
ency is noted to bring such ‘bar- 
becues’ within the house, either on 
an enclosed porch or in a basement 
recreation room. A number of such 
installations are pictured among 
the 200 and more illustrations and 
designs included in this 76-page 
book. It is sent prepaid for 50c. 
Write The Donley Brothers Co., 
Dept. AL, 18928 Miles Ave., Cleve- 
land, Ohio. 





Strand 9' Door 


“In planning new garages, home- 
owners have been quick to take ad- 
vantage of the 9’ door, as shown by 
steadily increasing sales of this type 
of Strand door since it was first 
announced,’ Manager Bob Kirk- 


man reports. ““When the homeowner 
learns that he can have a wider 
door for only $5.50 more than the 
price of 8’ wide doors, he quickly 
decides on the wider opening. And 
it often means the difference be- 
tween banged-up fenders and a car 
that stays in good condition.” An 
extra 12” of clearance between the 
door jamb and the car is providing 
mighty useful to a lot of people in 
maneuvering the family car into the 
garage.” Styling in Strand doors 
stresses horizontal lines that blend 
with currently popular types of 
architecture. The door is of all- 
steel construction, with sturdy X- 
type bracing. Strand produces a 
9’-wide door in both a canopy style 
and in a receding (track) style. The 
company also makes 8’-wide doors, 
and 16’-wide doors for double ga- 
rage openings without a center 
post. Write Strand Garage Door 
Division of Detroit Steel Products 
Company, Dept. AL, 2244 E. Grand 
Blvd., Detroit 11, Mich. 


Improved Jet-Glaze Putties 


Improved holding qualities and 
ease of application now character- 
ize Hooker Jet-Glaze putties, it was 
announced by. Norman Smith, Putty 
sales manager for the Hooker Glass 
& Paint Mfg. Co., at the company’s 
97th annual sales meeting. All- 
weather application sets putty for 


long life and service, he reported. 
Tests made by the Hooker research 
laboratory indicate that the new 
processing methods produce putties 
unequaled in Hooker’s manufactur- 
ing and glazing experience. Write 
Hooker Glass & Paint Mfg. Co., 
Dept. AL, 659 W. Washington St., 
Chicago, Ill. 





Casement Window Storm Sash 


Weather Products Corporation, 
manufacturers of Wepco brand 
storm sash and screens for case- 





Sune. the Wisconsin Knight Flush Door is about as 


attractive as a fine product can be designed 
ind made. The beautiful Birch, Gum and Lauan faces 
lead the Flush Door field in eye-appeal. 


But the heart of a door is the important feature! Open a 
Wisconsin Knight and you'll find the sturdiest Grid Core 
of western softwood, built to keep the door straight and 
true forever! Don’t buy on eye-appeal alone, for substi- 
tute materials and shortcut labor inside the door make 
the difference between a cham- 
pion and a third rater. Buy 
Wisconsin Knight — and be 
, sure of sturdy construction. 
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Buitpinc Propucts MERCHANDISER 


A full line of Flush Doors .. . for 
the alert merchandiser, for the econ- 
omy market. Distributors: Write for 
full details. Retailers: Ask for name 
of your jobber. 


Wisconsin Hoor Company 












IS THIS 
STURDY 








10101 Lyndon Ave. 


Detroi 21, Mich. 

















Dept. 5,.Box 300-3 

















door hangers 

























RECESSED DOORS 


the Modan way 


DORFLO is a new concept of 
door function and design ...a 
simple, fool-proof, scissor-like 
mechanism, cantelevered from 
within the wall. 

DORFLO makes sliding doors 
literally float in and out of their 
pockets with just a gentle pres- 
sure of the finger-tips . . . so 
easy even a child can operate it. 





@ No complicated overhead 
tracks 
@ No noisy floor runners to 
clog and jam 
@ Simple installation 
@ Available in: 
@ K-D wall sections 
@ Packaged hardware 
@ Ready-Unit sections— 
completely assembled 
wall sections including oll 
hardware, finished split 
jomb with built in steel 
stiffners. 






Write for name of 
Nearest distributor 


St. Paul Park, Minn. 














At your age! 


If you are over 21 (or under 
101) it’s none too soon for you 
to follow the example of our 
hero, Ed Parmalee (above) 
and face the life-saving facts 
about cancer, as presented in 
our new film “Man Alive!”. 

You and Ed will learn that 
cancer, like serious engine 
trouble, usually gives you a 
warning and can usually ‘Re 
cured if treated early. 

For information on where 
you can see this film, call us 
or write to “Cancer” in care of 
your local Post Office. 


American Cancer Society 
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AY SALES, INC. 





ment windows, has developed a new 
sliding storm sash designed for in- 
door installation in front of a pri- 
mary casement window, Aluminum- 
framed glass inserts slide freely 
over special zine alloy runners in- 
side a protective aluminum sail. 
These inserts are overlapped and 
sealed by a plastic strip running 
along the edge of each section mak- 
ing the storm sash practically air- 
tight. Inside installation is said 
to eliminate that boarded-up look 
of most outdoor storm sash. After 
installation, Wepco’s new sliding 
sash blends unobtrusively behind 
curtains while still remaining eas- 
ily convenient for opening or re- 
moval. Insulation value reportedly 
is increased while fogging and con- 
densation are reduced to a mini- 
mum. Wood shrinkage, foundation 
settling and warping are problems 
also said to be eliminated by the 
new Wepco product. Aluminum 
corner brackets support framing 
rails, forming flexible joints with- 
out using nuts, screws or bolts. 
This feature keeps the sliding storm 
sash inserts weather-tight even 
where sash has been placed in an 
out-of-plumb window. Write Weath- 
er Products Corporation, Dept. AL, 
Syracuse, N. Y. 


calder BOORS FOR RESIDENTIAL USE 


The STURDY DOOR 
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Calder Wedge Tight Doors 
This page is from the attrac- 
tive new catalog featuring Calder’s 
Wedge Tight overhead sectional- 
garage doors for residential use, 
factories, warehouses, gas stations, 
barns, truck terminals, service 
shops and boat houses. Three doors 
for the home are illustrated: the 
Wedge Tight Sturdy door, the 
Leveline, and the’/Flush door. The 
popular Sturdy door is six panels 
wide with one section open for 
glass; stiles and rails are of Doug- 
las Fir with 4” exterior grade 
plywood panels. Sections are sand- 
ed ready for paint or varnish. The 


new Leveline door, with full Wedge 
Tight action, emphasizes the hori- 
zontal lines on ranch-type houses. 
One-car doors are two panels wide, 
and two-car doors are four panels 
wide. Stiles and rails are of Doug- 
las Fir; fourth section open for 
glazing. Flush doors are made 
with grade A exterior plywood on 
both sides. They are available 
solid or with any arrangement of 
lights desired and for any size or 
shape of garage opening. Stand- 
ard glass sizes are 30” x 10”; one- 
car doors have two lights; two-car 
doors have four lights as standard 
arrangements. Write Calder Man- 
ufacturing Co., Dept. AL, Lan- 
caster, Pa. 
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Radiant Heat Panels 
Electriglas Radiant heat affords 


beauty, economy, high flexibility 
and maintenance-free operation. 
Electriglas panels, a complete radi- 
ant heating system, are installed 
for primary heating of homes, com- 
mercial buildings, factories . . 

wherever heat is needed. In addi- 
tion, the panels are used for com- 
pletely automatic, supplemental 
heating of cold rooms, additions, 
basements, stores, offices. They are 
easily installed in either new or 
existing buildings. The panels heat 
directly with healthful infra-red 
rays that feel like sunshine. There’s 
no wasteful circulation of air to 
create drafts and carry dust. The 
manufacturer reports there’s no 
baked-out air to make breathing 
uncomfortable, no drafts, no cold 
floors and only a small tempera- 
ture variation between floor and 
ceiling. Units consist of a tempered 
glass panel with a chemical hea'- 
ing element permanently fused into 
the back surface. When electricity 
passes through the element, heat 
energy is radiated in the same 
manner as the sun. For copy of 
deseriptive catalog write Electri- 
glas a Dept. AL, Ber- 


_ genfield, N 
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Inexpensive windows 
make an excellent sell- 
ing point when they’re 
hung with Pullman Sash 
Balances. Weathertight, 
noiseless, trouble-free op- 
eration. Alert architects 
now specifying them for 
homes, schools, hospitals 
—all kinds of commercial 
and industrial buildings. 


\ 7 ) The Pullman method per- 
S 
\ 
SD 


*e lower cost 
e installed faster 


-¢ for better styling 

















~ NaS Ss mits quick installation (10 
to 15 minutes per window), 
uniform mortise size— 
wide scope in window de- 
sign, maximum light area. 
Write today for full specs: 


Pullman Manufacturing 
LIFETIME GUARANTEE Corp., 325 Hollenbeck St., 
Pullman Sash Balances are guaranteed against Roch 5.N.Y 
imperfect workmanship or materials for the life of ochester 9, IN. ¥. 
the building in which they're installed, 
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It's the steel bridging builders prefer 


It brings consistent dealer profits 


Offer your builders Met-Cro, 
and they'll give you orders 
and re-orders. That’s the 
Met-Cro sales story, for 
wherever it’s been intro- 
duced, Met-Cro is fast be- 
coming the only bridging 
many builders will use. 











Here’s why! Met-Cro saves 
hours of time and labor, is 
speedily installed. No 
measuring, sawing or 
fitting. Just take Met- STUER 
Cro out of the carton, 

set in place, and nail 


=tol__[#loz] lez. | 
2 “ . Tat 16” 12” 12” 13” 16” 
in. That’s all there is Beam...J2x 8  3xl0 | 3x6 [2x 8 3x!0 


i Sizes...J3x 8 2xi2 9 2x8 §3x 8 2xI2 
to it. . . and the fin- Dx10 3x12 0 3x8 P 2x10  3xt2 
ished job is a better Special Sizes on Order—Shipping 
job! Approx. 50 Ibs. per box of 100 
LIST PRICE $16.00 per 100, F.O.B. 

Factory 


Simple to Install 


Opens Like a Scissor 





























Introduce Met-Cro to 


your customers today. *Copyright — Pat. No. 2,455,904 














Met-Cro Specialties Company, Inc. 


56 Boerum Street — Brooklyn 6, N. Y. 
















HURTSBORO 
LUMBER COMPANY 


MANUFACTURERS 


Short Leaf Pine 


AND 


Hardwood Lumber 
Boards Our Specially 


WE MAKE POPLAR BEVEL SIDING 
AND RESAW PINE AND HARDWOOD 
PHONE 148 


oer hind 
The HURTSHORD 
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FLOORING Cine. 


Manufacturers of 
HIGH GRADE END MATCHED 


OAK FLOORING 
in 25/32in. 1/2in, 
Moulding Pine’ Finish @ We are in @ position to Ship Oak 












Flooring and Air Dried Yellow Pine Boards 
ease in the Same Car 


Plant at HURTSBORO,. ALABAMA 3 Phone 129 
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“For troblems 
like this 


... Says a typical 
glass block dealer 


“When our customers ask us what to 
do about old-fashioned basement sash 
that need replacing or windows that con- 
tinually seem to be broken, we always 
recommend a panel of Insulux Glass 
Block®. 


“It’s easy to see why. Glass block 
makes a sound, weathertight, insulating 
panel that’s extremely hard to break. 
We know it can’t rust nor rot and never 
needs painting. And, glass block lets in 
all the light yet blocks out sight.” 


Figure it out for yourself: Compare the 
cost of sash, screen, plus storm window 
for cold climate and maintenance against 
that of a lifetime panel of maintenance- 
free Insulux Glass Block. 


Supplies of glass block and all of the 
accessories needed are non-critical and 
immediately available in quantity. Instal- 
lation is simple and quick . . . requires 
only ordinary mason’s tools. - 

Want more information about Insu- 
lux Glass Block? Just write: Insulux 
Glass Block Division, Kimble Glass 
Company, Dept. AL-12, Box 1035, 
Toledo 1, Ohio. 


KIMBLE GLASS 
COMPANY 


Subsidiary of Owens-Illinois Glass Company 
Toledo 1, Ohio 
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NAMES IN THE NEWS 





Cloud Oak's Parquet Flooring Plant 


Cloud Oak 
Flooring Co. last 
year purchased 
this plant in Los 
Angeles for the 
manufacture of 
parquet flooring. 
This photo shows 
one of the first 
stages of produc- 
tion. Girls at 
right are sorting 
the blocks. In 
the foreground 
they are fitting 
the blocks to- 


gether. 

Cloud Oak op- 
erates oak floor- Pe 
ing plants in West — 
Plains, and 


Springfield, Mo., also the wholesale 
hardware business known as the Mc- 
Gregor Hardware Company of Spring- 








field, Mo. J. V. Cloud is the organiza- 
tion’s president. 





Barney Stewart Wholesale 
Closes Last Retail Branch 


Barney Stewart Wholesale is clos- 
ing out its last retail branch, the 
Agnew Lumber Company, located at 
1515 South Agnew, Oklahoma City. 
The company plans to close out this 
branch at wholesale market prices to 
dealers on or before January 1, 1953. 

Barney Stewart Wholesale facili- 
ties will be concentrated and operated 
from 39th and May Ave., Oklahoma 
City, and 228 W. Archer, Tulsa, Okla. 

After the branch at 1515 S. Agnew 
is closed out the firm will have no 
interest either direct or indirect in 
any type of retail lumber operations. 


Quaker State Buys 
New Holland Metals Company 


The Quaker State Metals Company 
has purchased all the manufacturing 
facilities and business of the New Hol- 
land Metals Company, Mountville, Pa. 
The new company will continue opera- 
tions at Mountville manufacturing and 
selling aluminum roofing sheets, in- 
dustrial roofing sheets, guttering and 
down-spouting, molding, shapes, and 
building accessories. Quaker State 
also expects to expand its production 
to include the manufacture of other 
aluminum products, as well as some 
steel and copper products. 

Quaker State Metals, an independ- 
ently-owned corporation, will be di- 
rected by the same group of executives 
who guided the operations of the old 
New Holland Metals Company. 

Heading up the executive staff as 
president of Quaker State Metals is 
R. D. Buckwalter, whose association 
as executive vice-president of New 
Holland Machine Company has made 
him well known in the implement 
trade. Vice-president and _ general 
manager of Quaker State Metals is 
W. G. Hume, who as general sales 
manager of several large steel con- 
cerns is well known in the wire prod- 
ucts business. A third key member of 
Quaker State Metals’ executive staff is 


A. H. Charlton, who is vice-president 
in charge of sales. 

With its experience and productive 
capacity for the manufacture of alu- 
minum products, Quaker State Metals 
expects to be ready to meet the grow- 
ing demand for aluminum as a build- 
ing material. The outlook is bright. 
While the supply of aluminum avail- 
able for civilian building during the 
past two years has been severely re- 
stricted, changes are now taking place. 
Current facilities for the production 
of aluminum have been greatly ex- 
panded, and new productive facilities 
will shortly begin operation. Quaker 
States Metals expects, therefore, to 
have an adequate supply of aluminum, 
enough to make full use of its fab- 
ricating potential. Plans for the com- 
ing year include the production of 
aluminum, steel and copper products. 


Zonolite Film Trailers 


Available to Dealers 


Thirteen film trailers describing 
Zonolite vermiculite house fill, plaster 
aggregate, and farm uses of vermicu- 
lite, are available to lumber and build- 
ing supply dealers, the Zonolite com- 
pany, 135 South LaSalle St., Chicago, 
announced. 

Designed for theater advertising, 
the trailers have space for the dealer’s 
name, address, and phone number. 

They are available through the fol- 
lowing distributors: 

A. V. Couger Service, Inc., Inde- 
pendence, Mo.; Reid H. Ray Film In- 
dustries, Inc., St. Paul, Minn.; Alex- 
ander Film company, Colorado 
Springs, Colo.; Motion Picture Adver- 
tising Service company, New Orleans 
La.; and United Film Service, Inc., 
Kansas City, Mo. 

On request to the Zonolite com 
pany, a representative from the mov: 
distributing firm will explain detai! 
of the trailers, costs of showings, anc 
what theaters are available. 

For TV advertising, Zonolite his 
produced other films, which are ob- 
tainable through its Chicago office. 


“ao 


— 


December 1, 1952, AMERICAN LUMBERMAN °” 








qlee feet keke OO led ts 


a A 


_—= 





[- 


- 
- 


ie 


B. 
n 
t- 
2S 
ay 
tO 
n, 


n- 
of 








Comparison alone can establish a 
title . . . whether it be in sports or 
the size of trees. There has come to 
notice a loblolly pine bigger than the 
one recently cut in Bradley County, 
Ark. This one, shown above, towers 
over its neighbors in a tract to the 
northwest of Warren, owned by the 
Bradley Lumber Company. 

Until it falls under the woodsman’s 
axe, or saw, the exact history of 
this giant of the forest will not be 
known. But it is known that its di- 
ameter of 55 inches gives it a cir- 
cumference of 172.79 inches—14.4 
feet, that is. It is estimated by Joe 
Reaves, Jr., vice-president of the com- 
pany in charge of woods operations, 
that the tree is at least 275 years old 
and its height is at least 100 feet. It 
will one day yield upwards of 10,000 
board feet of pine lumber. 


Clinics Offer Product 
Information for the Dealer 


A fall and winter series of progres- 
sive “Merchandising Clinics” for the 
retail lumber industry is sponsored 
by outstanding building material man- 
ufacturers in the country, and the 
Genesee Reserve Supply, Inc., Roch- 
ester, N. Y 

Ray P. Birmingham, manager of the 


retail lumber dealer organization, an- ' 


nounced that the first of an informa- 
tive series of meetings got under way 
November 17 at the Hotel Sheraton 
In Rochester. The meeting was di- 
rected toward improved sales and mer- 
chandising methods for the lumber 
an’ building material dealer. 

Robert Stewart, district sales man- 
ager of Wood Conversion Company, 
St. Paul, Minn., spoke to lumber and 
building material dealers from West- 
ern New York State. Mr. Stewart in- 
troduced the latest development in 
insulation and insulation board prod- 
ucts and discussed sales techniques 
and merchandising aids that will bene- 
fit the building material industry. 

These clinics are being co-spon- 
sored each month by the Genesee Re- 
serve Supply, Inc., and manufacturers 
of leading building material products. 
The objective of these meetings is to 
provide complete product information 
to the retail lumber and building ma- 
terial dealer for increased service to 
the public. 


Buitpinc Propucts MERCHANDISER 












get IN on all these 
profitable sales 


opportunities with 
SISALATION 


‘TELL them and you'll se// them — tell builders 

and farmers about the low cost of SISSALATION 
Reflective Insulation . . . how quickly and easily 
it can be applied... how effective it is as a combined 
insulation and vapor-barrier . . . for sidewalls, ceil- 
ings and under floors. Sell it for remodeling work, | 
too... great for lining attics. Proved in performance. 
A profit-winner for you. In standard 36” and 48” rolls. | 


VAPOR 
SEALED 











WEATHER 
SEALED 


SISALKRAFT and 
SISALATION ... 
the perfect 


FROM THE FROM THE combination for 
: / 4 Out . ] insulated 
ce dry walls. 





SISAL- REINFORCED 
PROTECTIVE PAPERS 


THE SISALKRAFT CO. 


205 West Wacker Drive, Chicago 6, Illinois 


New York 17, N. Y. @ San Francisco 5, Calif. 











FLAVELLE GEDAR LIMITED 


Manufacturers of 


B. C. Red Cedar Siding 


and Shingles 
PORT MOODY, B. C., Canada 




















W. R. Wrape Stave Company — Industrial Lumber Company 
Little Rock, Arkansas 


~ 
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Ludman Appoints Pilkington 


Manager Manufacturers Sales 


Max Hoffman, 
president of the 
Ludman Corpora- 





tion, Miami, Fla., _ 
manufacturers of = 
Auto-Lok wood om 


and aluminum 
awning-type win- 
dows, announced 
the appointment 


Nes 
of D. G. Pilking- Ga: 


ton aS manager p, G. Pilkington 
of manufacturers 

sales in the Wood Window Division of 
the company. . 

Mr. Pilkington’s principal duties are 
to work and: consult with stock wood 
window manufacturers throughout the 
country on the production and market- 
ing of wood awning-type windows 
employing the reputedly revolutionary 
principles of Auto-Lok hardware. 
His headquarters will be in Chicago. 
Mr. Pilkington also will lend his aid 
and experience to the establishment 
of Auto-Lok Wood Windows in the 
Chicago, market and through stock 
woodwork jobbers and lumber dealers 
in the area north and west of Chi- 
cago. 

“Pilk,” as Mr. Pilkington is known 
to manufacturers, jobbers, dealers, 
builders and architects throughout the 
United States, resigned recently as 
General Manager of Ponderosa Pine 
Woodwork (Association) in which 
capacity he also served as Director of 
the Wood Window Promotion Pro- 
gram. 


Northwestern Hardwood 
Meeting 


Northwestern Hardwood .Lumber- 
men’s association will hold its 64th 
annual meeting at the Dyckman Hotel, 
Minneapolis, Minn., on December 3. 
There will be a short business meet- 
ing at 4:30—address by the president, 
various committee reports, election of 
officers and dinner at 6:30 p. m. 


Dulany Visits Midwest 


Friends of George W. Dulany, Jr., 
retired lumberman of LaJolla, Calif., 
were delighted to have a Chicago area 
visit from -him in recent weeks. 

Accompanied by Mrs. Dulany, 
George visited Kansas City, Clinton, 
Davenport and Chicago, where he 
planned to:look in on the Woodwork 
Jobber’s Association annual conven- 
tion. It was good to see our old 
friend in such excellent health and 
spirits. 


COMPANIES ANNOUNCE 


Renshaw Smith, Jr., who recently 
became Kyanize executive vice-presi- 
dent and general manager, has ap- 
pointed Harold E. MacInnis, Jr., as 
advertising manager of the company. 
Mr. ‘MacInnis, who holds a Business 
Administration degree from Boston 
University, has long been associated 
with the Kyanize advertising depart- 
ment. During recent years he has 
supervised all detail in the advertising 
department and has been particularly 


active in developing a new type an 
style of Kyanize Color Card, the nev 
Kyanize Color Chip Display Rack an:! 
other merchandising and display serv 


ices for Kyanize dealers. As adver- 
tising manager, Mr. MacInnis is « 
member of the Kyanize Sales Con- 
mittee, the Coordinating Committe: 
and other management groups inio 
which new young bloed is now being 
introduced. C. Fred Eberle, Kyanize 
vice-president who formerly directed 
advertising policy, continues as a di- 
rector of the company and member «f 
the executive committee, but Mr. Mac- 
Innis has assumed full responsibility 
for all advertising activities of the 
company. 


Bernard Marks & Co., Ltd., 459 
Church St., Toronto 5, Ontario, Can- 
ada, has been appointed by Sentry 
Stop-A-Draft as this company’s ex- 
clusive Canadian distributor. 


Puget Sound Plywood, Inc., Ta- 
coma, Wash., has announced the ap- 
pointment of Arthur W. Berggren as 
general manager of the company. Mr. 
Berggren succeeds J. R. Adams, re- 
cently resigned. A native of Tacoma, 
Mr. Berggren has spent most of his 
business life in the timber and tim- 
ber products business. He was for- 
merly with the Rayonier, Inc., New 
York, Seattle and Olympia. Previous 
to that he was with the Shaffer Pulp 
Co., Tacoma. Puget Sound Plywood, 
Inc., is one of the early plywood 
concerns organized in the Puget Sound 
area. It has a highly successful rec- 
ord extending over many years. 





Selected Lumber 


Strom Selected Mills! Ef 
OREGON-PACIFIC 


LUMBER CO. 


American Bank Bldg., Portland 5, Oregon 


q Phone AT 7245...Teletype PD 131 
’ 
\ 
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It's PRICED | 
for 
VOLUME! 


Liste)) feelemae) ||: Puile).| 


STORM WINDOWS , 
PHONE OR WIRE FOR FURTHER INFORMATION 


MANUFACTURING COMPANY 
13330 W. McNichols Road, Detroit 35, Mich. 


TO VOLUME 
SALES! 


®@ Specially Treated Stain. Ex 
clusive Interlock & Ventilat- 
ing Features. 


@5 Quarter Frame. Exclusive 
Territories Available. Pric: 
List & Sample on Request. 


@ PAPOOSE — the mos! 
economical Redwoc:i 
Combination. 


Phone 
UNiversity 
4-7134 
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» MONEY’ ¢ 
» MAKER! @4 


Stock and 
Sell 
BESSLER 
Disappearing 
Stairways 


1. The ORIGINAL disappearing 
stairway — made for over 40 
years. 

2. A real stairway—not a ladder. 

3. Seven well-engineered models 
—for every need. 

. Safety-designed in every de- 
tail for your protection. 

. Suitable for te finest homes— 
old and ne 


4 

5 

6. Operates all above and be- 
low. 

7. 

8 

9 


. Full width treads—SAFE for 
everyone. 
- ALL steps are of equal height. 
. Treads and stringers are made 
of Sitka Spruce. 
10. Full door width provides am- 
ple access for large objects. 
{f. Full length SAFE hand rail. 
12. Accurate architectural design 
assures easy and E 
ascending and descending. 
q 13. All metal parts are made of 
strong, SAFE pressed steel. 
14. Repairs always available on 
quick notice for all models— 





New Cata‘og! 





Illustrates and describes no “‘orphans.”’ 

complete line of seven Bess- 15. Doors made of White Pine and Fir in two- 
ler Disappearing Stairway panel type; flush doors in hardwood only. 
Models to meet all your 16. — -made for all heights—no short or long 
needs. This new catalog sree. ‘iia . aves 
should be in your files for 12. —_ ft in t daily 
ready reference — write for 18. IMMEDIATE DELIVERY! 

your copy nowl 19. Meets all building Gd 


The Bessler Disappearing Stairway Co. 
1900 East Market $t., Akron 5, Ohio 










remodel 
with 
Beautiful 


Corumak 


ERMAK plastic wall tiles put new beauty in any 
room. Ideal for remodeling’ your kitchen, bath- 
room or playroom, their sparkling beauty stays 
lustrous ... resists grease, dirt or moisture. Wide 
selection of rich plain or marbelized colors meets 

any decorative scheme. 
ECONOMICAL: The beauty of low cost Cermak tiles is permanent, 


They will not chip, peel or craze. Periodic redecorating is 
eliminated. 


EASY INSTALLATION: Light in weight, they can be installed over 
any sound, smooth, clean, dry surface. Installation is so easy you 
can do it yourself. 

EASY TO CLEAN: With Cermak walls you never have to worry 
about fingerprints, splatters or stains; just wipe clean with a 
damp cloth. 


It will pay you to become a Cermak Dealer, 
write or call today! 








CERMAK -TILE COMPANY, INC. 


4901 Brookpark Road Cleveland 29, Ohio 








x CONNOR 


“LAYTITE” 


Maple and Birch Flooring 


in Cartons 
(or regular lengths in bundles) 


Something new in 
modern flooring 


M. F. M. A. SPECIFICATIONS 


Forest Products Since 1872 











s ik 
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Y 
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Buitpinc Propucrs MERCHANDISER 








Screen Sales are 





SARAN SCREEN CLOMM 


Nationally advertised 
Lumite—the ideal screen 
cloth for every exterior use 
—is distributed through 
hardware, woodwork and 
building supply wholesalers. 
Order now! Write for FREE 
sample and information. 


*Registered Trade-mark 





grprooF! 
gaINPROOF! 
x puraBle! 


LUMITE DIVISION 


CHICOPEE MILLS INC. 
47 WORTH STREET, NEW YORK 13, N. Y. 
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Aird Flavelle 
Honored 


A few of the oldest and closest 
friends of Aird Flavelle, president of 
Flavelle Cedar, Ltd., Port Moody, B. 
C., attended a luncheon given in his 
honor October 10, at the Terminal 
City, Vancouver, B. C. 

The occasion marked the 40th anni- 
versary of the founding of the busi- 
ness by Mr. Flavelle and his former 
partner, the late R. J. Thurston. 

At Mr. Flavelle’s request, the affair 
was kept very informal. The speaker 
on the program was H. R. MacMillan, 
who, in the spring of 1907 was a mem- 
ber of a party that was joined by 
Flavelle who had just left college. 
This party spent six months staking 
timber along the British Columbia 
coast. The friendship that began then 
continued as each one pursued differ- 
ent paths in the same industry. 

Mac Milliam who became Chief For- 
ester for the British Columbia gov- 
ernment, then engaged in the export 
lumber business and is now head of 
the huge MacMillan-Bloedel lumber 
interests in British Columbia. 

Aird Flavelle, following his sum- 
mer of 1907 in B. C. went back to his 
native Lindsay, Ont., and studied ac- 
counting, selling and finance in his 
father’s business of wholesale produce 
and cold storage and retail dry goods 
and retail coal and wood. In 1912 he 
returned to the coast and formed the 
predecessor of his present Flavelle 
Cedar, Ltd., exclusive manufacturers 
of red cedar products. 

The original business was a partner- 
ship with the late R. J. Thurston. 
Later the partnership was incorpo- 
rated and the name became Thurston- 
Flavelle, Ltd. In 1925, Aird’s brother, 
W. Guy Flavelle, joined the company 
and four years later, upon the death 
of R. J. Thurston, Aird became presi- 
dent and his brother vice-president of 
Thurston- Flavelle, Ltd. On October 
1, 1951, the company name _ was 
changed to Flavelle Cedar, Ltd. 

Over the years, the Flavelles have 
acquired large timber holdings that 
insure adequate supplies of high grade 
cedar for the production of clear cedar 





siding which is their principal product. 
Included in such acquisitions, was a 
controlling interest in the Rat Portage 
Lumber Co. Among a number of 
other lumber and timber activities Mr. 
Flavelle was one of the principal 
stockholders in a timber management 
company—M. A. Grainger & Co., Ltd., 
which made investments of substantial 
sums of British capital in b. C. timber 
lands. This company also managed 
for the British owners, the Alberni- 
Pacific Lumber Co., at Port Alberni, 
B. C., for 10 years prior to sale of the 
property to the H. R. MacMillan Ex- 
port Co. In 1928, Flavelle served as 
president of the B. C. Lumber & 
Shingle Manufacturers Association. 

Mr. Flavelle says “I fell in love with 
the timber business in B. C., in 1907 
and I am still in love with it.” 


OBITUARIES 


WILLIAM A. CULLEN, president 
of the Carr-Cullen Co., Minneapolis, 
Minn., passed away October 24 after 
a ten-day illness. He had retired from 
active management of the company 
October 20. Announcement of Mr. 
Cullen’s retirement appeared in the 
November 3 issue of AL, on page 132. 


FOSTER S. ANDREWS, a former 
building contractor who came out of 
retirement to enter the building sup- 
plies business, died November 7 in 
Rochester, N. Y., at the age of 76. 
Four years ago, Mr. Andrews joined 
the Ridge Lumber, Inc., firm in Roch- 
ester because, as he said, “I’m still 
much too young to just sit around.” 
He developed the Odds and Ends De- 
partment, which Patrick DeGennera, 
president of the company, says “has 
eliminated lumber waste and increased 
our sales.” 


PAUL M. “PETE” HUMMER, 55, 
manager of the Philadelphia district 
office of the Armstrong Cork Com- 
pany Building Materials Division, died 
November 4 as the result of a heart 
attack. A native of Manheim, Pa., 
Mr. Hummer had completed 33 years 
of service with the company. His en- 
tire service had been with the com- 
pany’s Building Materials Division. 
After completing sales training he 
served with Armstrong’s Chicago of- 
fice until 1929, later serving as man- 
ager of a number of Armstrong dis- 
trict offices, including Memphis, Min- 
neapolis and Cincinnati. He became 
—o- of the Philadelphia office in 
1949. 





GOOD MANAGEMENT MEANS 
GOOD BUSINESS 


(continued from page 29) 


steel strapped in sequence of use 
for the contractor customer. A 
small crew starts pre-assembling 
at 5:30 a.m. and have many orders 
ready for the drivers when they 
arrive at 7:30. 

(The yard managers were ex- 
tremely interested in a new end- 
unloader that Thompson developed 
for his lift trucks. The attachment 
slips on the forks in seconds and a 
hydraulic arm lowers holding lum- 
ber up to 22 feet in length securely. 
Lumber at Thompson’s yard is off- 
set piled and the new end-unloader 
simplifies operations.) 


The "Do it Yourself "Market 


ROBERT E. RUSSELL, Managing Director, 
Home Maintenance & Improvement Maga- 
zine, Chicago, Ill. 


Why are 
people doing 
their own work? 
Well, most of 
them will tell 
you it’s a mat- 
ter of saving 
money. Pay 
checks are big- 
ger but high 
taxes and the 
impact of infla- 
tion leave little 
money for union labor on home im- 
provement jobs. 

The important fact to remember 
is that 51% of all dwellings today 
are owner-occupied, as against 
40% in 1940. 

Today 65% of all paint is self- 
applied, 70% of all wallpaper, 60% 
of the vermiculite insulation and 
here’s a surprise, 5% of all homes 
are built by the owners themselves. 
Just five years ago it was less than 
one half of one percent, 

We believe Home Maintenance & 





RUSSELL: The 
home - improve- 
ment marketis 
hardly scratched. 








Trade Mark 





Registered 





PONDEROSA PINE 


High Altitude, Soft Textured Growth 


Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE 





CALIFORNIA 
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STYLE KING DOORS (3 


are 5 to 20% BETTER BONDED 
A Better Value Door for Better Profits! 


Style King offers 5 to 20% more bonding area for 
face panels than most other flush wood doors—over 
1400 square inches on frame and core! It has 3” 
rails, 12" stiles, 2—3’’x21’ lock blocks, 22 core 
bars, 2 inner stiles. All core bars are dadoed into 
inner stiles. No warp, floating parts or shadow line. Birch faces 
add beauty to quality. Guaranteed against defects. Distributed 
by leading wholesalers everywhere. Write today for full, profit- 
making details. 














SOLARA TAO Sin TELLIN OI, AI A i ANN SLB Le? 


STYLE KING DOOR CO., Inc. 


Detroit Office: Sales Office and Plant: 
9946 GREENFIELD ROAD (27) P. O. Box 71 — MANSFIELD,-. OHIO 
VErmont 8-7047 Phone 3-1096 











THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 














D. M. McCuintock LuMBER Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 
Telephone: Atwater 9355 


Douglas Fir @ Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 




















@ Fine flooring for over 
: 40 years 

Diamond Hard’s the brand that means fine 
quality and beauty wherever it’s used, what- 
ever grade you desire. Diamond Hard Ist 
Grade is unsurpassed for luxury looks and 
rugged durability. Diamond Hard 2nd and 
3rd Grades give your customers long-lasting 
wear—with savings up to 30%! 


@ Unit Packaged Floor- 
ing, if desired 


@ Oldest MFMA Mem- 
Consult us on your needs today ber 


J. W. WELLS LUMBER COMPANY 


Menominee, Michigan 





BuILpING Propucts MERCHANDISER 






here's money in 
, clean. 
casy-To-hande, 


Profitable 





Stops Rot 


American Lumber 
& Treating Co. 
1671 McCormick Bldg., Chicago 4, Ill. . 


Branch Offices in Boston, New York, Baltimore, 






White for the Profit- 


building Merchandising 
Plan for selling Wolman- 
ized* Pressure-Treated 
Lumber—no 


obligation. Jacksonville, Fla., Little Rock, Ark., Los Angeles, 
Kaen San Francisco and Portland, Ore. 
WY 


*Wolmanized is a registered trademark 
of American Lumber & Treating Co. 














CONSTRUCTION 
THAT'S BETTER 
AND MORE 
ENDURING... ../y_,:% 


rs Da] wwe . 


uty owen 





Kiln Dried 


A fine lumber! The kind customers LIKE—and RE- 
MEMBER—and REORDER! Famous for soft texture 
and easy workability, Ozan Pine is likewise a lumber 
of beauty and quality, of light weight and bright color, 
of fine grain and figure. Comes in all standard build- 
ing items—any assortment desired. Precision manu- 
factured, of course. 


For the peak of satisfaction, make your next 
car Ozan Arkansas Soft Pine! 








mr 


OZAN LUMBER CO. 


Prescott, Arkansas 
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Improvement and the new Ameri- 
can Lumberman “Do it yourself” 
merchandising kit are worthwhile 
contributions that can prove help- 
ful. But you must train your em- 
ployes, display your merchandise 
effectively and advertise regularly 
for success in this new market. 


Reducing Office Costs 


M. C. WILKENING, Procurement Director, 
George S. May Co., Chicago 


You can re- 
duce your Oop- 
erating costs by 
simpli f y- 
ing your office 
procedure’ dur- 
ing the coming 
year. 

Time clocks 
for accurate 
recording of em- 
ploye hours 
makes payroll 
calculation easier, a method ap- 
proved by the Federal Wage & 
Hours Administration. 

The one-write payroll system is 
a cost-saver. With this method, 
checks are typed with three car- 
bons for simplified record-keeping. 
Many dealers are now using out- 





e 
WILKENING: 
The one-write 
payroll system is 
a cost-saver. 


ig 


moded systems for handling sup- 
plier invoices. The efficient way is 
to credit the cash account and 
charge directly to the expense or 
capital account for which the pur- 
chase was made. In this way suk 
sidiary entries are eliminated. 
Most dealers need new office 
equipment,: especially a bookkeep 
ing machine. (Dealer discussio» 
groups agreed with this sugger- 
tion, admitting that a bookkeeping 
machine is a “must” today. Calcu- 
lating machines, almost as popular, 
have been widely purchased re- 
cently by many of the managers.) 


Answers to What's YOUR 
Question? 
Stop! Read questions on page 71 


1. Etling Window, Weather-Seal Inc., 
Barberton, Ohio. See ad p. 16. 

2. Dealers Prepare to Profit. . . . See 
p. 30 and also ad pp. 35-38. : 

3. Sash and Screen Co., Detroit 3, 
Mich. See ad p. 45. 

4. Modern Glide Sliding Door Frame 
Co., Detroit 4, Mich. See ad p. 47. 

5. Wipe them off with a plywood pre- 
servative. See story p. 40. 

6. Old Growth McKenzie River Fir— 
densest because of slow growth. 
See ad p. 69. 

7. According to latest renorts, $46 per 
man for retailers. See News Briefs, 
a 2 

8. Metal ties for 2 x 4 form work. 


See ad by Gates & Sons, Denver. 
Colo., p. 75. 

9. Start a business of custom-mad 
and restored picture frames. Se 
p. 41. 

10. H. J. Munnerlyn, Bennettsville. 
S. C.—former Master Merchan: 
in AL&BPM’s hall of fame. Se 
News Briefs, p. 10. 


REGISTRATION LIST 
(Continued from page 23) 


Lumber Co., Hammond; Maurice Bontrage: 
Fraver Lumber Co., Shipshewana; J. Calve: 
Brand and Jerald B. Dunlap, Dunlap & Co. 
Inc., Columbus; Richard C. Briggs, Steel Cit 
Lumber & Supply Co., Gary; F. L. Bruce 
Bader Lumber Co., Inc., Gary; John P. Cooney, 
Wilson Lumber & Coal Co., Inc., La Porte: 
Stephen DeWald, Ft. Wayne Builders Supply 
Co.; Russell W. Dickenson, president, Merril! 
ville Lumber & Coal Co.; C. Homer Doyle, 
Brown Lumber Co., Loogootee. 

H. Jackson Fassnacht, Indiana Lumber & 
Mfg. Co., Inc., Niles; Beatty H. Fisher, Mon- 
ticello Lumber & Coal Co.; Richard D. Flowers 
and Ralph A. Hanno, The Home Materials 
Co., Mansfield, Ohio; Harold E. Frantz, Isbe!! 
Lumber & Coal Co., Elkhart; Ray R. Frevert, 
Wawasee Lumber Co., Syracuse; William A 
Lulton, Bader Corp.,. Gary; William J. Glueck- 
ert, Washington Lumber & Coal Co., East 
Chicago; J. W. Goodall, Troy Lumber Co., 
Troy, Ohio; G. F. Hannah, Gary Lumber Co.: 
Harold A. Henderlong, Henderlong Lumber 
Co., Ine., Crown Point; Carl Howe, Cowan 
Lumber & Supply Co., Cowan; C. B. Hunting- 
ton, Wendel’s Inc., Columbus; Charles Irelan, 
Haldeman-Baum Co., Akron; Richard P. Jen- 
nings, S. P. Jennings’ Sons, New Castle; Merle 
M. McClure, assistant director, division of 
adult education, Lafayette. 

Harold V. Main and Bert A. Morrical, In- 
diana Harbor Lumber & Coal Co., Inc., East 
Chicago; Ralph Manger, Forkner-Manger Lum- 
ber Co., Anderson; N. E. Montz, Broadway 
Lumber & Supply Co., Gary; Richard V. New- 
comer, Newcomer Lumber & Supply Co., 
Mooresville; John C. Parks, Stockwell Lumber 
Co., Stockwell. 





Please EVERY customer! 


The many optional features of 











USE KOKOMO KORNERS 













































‘ ff our corner cabinets make it © for Asbestos Siding 
possible to fill the requirements e for Lap or Bevel Siding 
@ for Wood Shingle Siding 
of any customer. 
5 ° : SE They save application time and 
A : money, add to appearance and 
Check our prices! durability. Kokomo Korners  sim- 
° ‘ : plify fitting, eliminate split siding, 
aT Immediate delivery! and planing or cutting at corners. Corners for 
Hint . wood bevel siding are aluminum, others are zinc, 
A ee some available in colors. Holes provided where 
a332: ‘ . ‘ they are to be nailed. For c lete details and 
i A postcard will bring details and free samples write— 
our extra-generous dealer discounts. 
BUGHER MANUFACTURING CO. 
Wee PRON - 211 S. Main Sf. Kokomo, Ind. 











GET YOURSELF MORE 
BUSINESS by using our car- 
toons in your newspaper 
advertising. There are 104 
cartoons on Remodeling, 
Roofing, Additions, New 
Homes, etc. Mats come in 
| and 2 column sizes, Also 
350 tie-in copy suggestions. ' 





Cartoons will get you more 
.teaders per advertising $. 


Write today for FREE proofs 
and complete information to: 


LIL-AD FEATURES, 


RFD 3, Santa Ana, Calif. 














‘I'm going home to Mother until you 
get that roof fixed!"’ 

















TO 


INDUSTRIALS 
DEFENSE PROJECTS 
RETAIL LUMBER YARDS 


An Experienced Lumber Service 
That Knows the Producer's Prob- 
lems and the Buyer's Needs. 
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